








DISPLAY FOR VICTORY 





OUR PRODUCT IS bought 
—~NOT SOLD 


There are times, to be sure, when 
we have tried to be a bit persua- 
sive. But more often, it's the Man- 
nequins that have been bought— 
and are being bought—that im- 
press the prospective buyer. 


If, in a personal tour of our plant ¢ 


you could see with your own eyes 
the hundreds of beautiful, anatom- 
ically correct Mannequins that go 
through our doors in a day's time, 


you'd be impressed too. 


And these glamorous ‘beauties’ 
would tell you something else. They 
would tell you that our plant is a 
composite of artisans that affords 
a rare combination for producing 


top Mannequins at fair prices. 


Suggestion: Call or write 
your KORRECT-WAY Distributor 
and he will see that you get proof 
of KORRECT-WAY ability. 


ALTANTA—Melvin S. R - BALTIMORE—Williams Corp. - BOS- MINNEAPOLIS—L. £. Hier Display Equipmen if IC - NEW 
TON—Easte Display - BUFFALO—Sam C. Dutch & Sor ORLEANS Gulf States Display » PHILADELPHIA No, ns Di 
. CINCINNATI Gener "D splay Corp. . CHICAGO. Hecht Fix Fix - PITTSBURGH—DeWeese Display Equipment Co. - 
ture C - CLEVELAND Pribil Display and Supply Co. - DALLAS PORTLAND Northwest Equipment - SAN FRANCISCO—Kehoe 
Hote! Southland Mr. Sid Barclay - DENVER—Walter W M Yr Fixture Co. « SEATTLE— Chas. T. Boyd Display Equipment 
+ DETROIT—The Art Products Co. - KANSAS CITY—National « St. LOUIS Midwest Display Equipment Corp. « MON- 
Equipment Corp. - LOS ANGELES Cr sman & Silvers, Inc. « TREAL Miller's Disp. Fix., Req'd »« HONOLULU—Bader 
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KORRECT-WAY CUSTOM-BUILT 


"Victory'’ Mannequins 
























Titche Goettinger Co., Dallas, Texas 
Bullock’s, Los Angeles, Calif. i 
The White House, San Francisco, Cali? 
Meier & Frank Co., Portland, Ore. © 
Denver Dry Goods Co., Denver, Colo 


The Hecht Company, Washington, D. C. Kaufman's Dept. Store, Pittsburgh, Pa. 
; ; Strawbridge & Clothier, Philadelphia, Pa. The May Co., Cleveland, Ohio 

odule of War Bond Show Ww. Filene & Sons, Boston, Mass. Carson Pirie Scott & Co., Chicago, III. 
| Wm. Hengerer Co., Buffalo, N. Y. Stix Baer Fuller, St. Louis, Mo. 

Sibley Lindsay & Curr, Rochester, N. Y. D.H. Holmes Co., New Orleans, La. 
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...by buying 
the Bond that 
stands for 


FREEDOM/ 












Buy 
U.S.WAR 
BONDS ang 
STAMPS 






RENEE BF FEET Borers 
eee Be a ee 


As Seen at Hudson’s, Detroit... Sept. 11 to 25 


Hundreds of thousands lined the streets for blocks 
to see the parade and attend the opening in Detroit. 










Here’s One of the Entire Block of Windows 
_ During the U. S. Treasury Department and The Saturday Evening Post 


FOUR FREEDOMS WAR BOND SHOW 


There is a tremendous thrill of satisfaction to see the 
fine job leading stores are doing in staging this Four 
Freedoms War Bond Show. To see hundreds of 
thousands view the parades... view the windows... 
attend the art show and special attractions ...and 
sell Americans millions and millions of dollars in 
U. S. War Bonds. All this is a record participating 
stores can rightfully be proud of. 











We were given the honor of designing and produc- 
ing this America’s greatest traveling display spec- 
tacle, an assignment in which our entire organization 
is proud and happy. Our representative is traveling 
with the Show to assist each store with installation, 
maintenance and removal. Everywhere to date we 
have been commended for the helpful service. 


Display continues its worthy war time job on the home front 


W. L. STENSGAARD AND ASSOCIATES, INC., CHICAGO 7, ILL. 
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Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. See 
that it reaches other executives of your organi- 
zation and the members of your department. 


0 


Be 
O 
O 





OUR NEXT ISSUE 


It's not too early to tell you that the big 
January 15 issue will be something unique in the 
display field—an issue which has been planned 
for months and which you will find very valuable 
and interesting. More details will be given in 
the December issue, which will be replete with 
articles, sketches, photographs and special fea- 


tures to round out the year in great style. 





THE COVER 


This month's cover display is the work of Syl 
C. Rieser, Stix, Baer & Fuller Company, St. Louis. 
Presenting men's topcoats, the window makes 
use of a painted canvas backdrop showing an 
outdoor view looking toward two fashionable 
St. Louis hotels. It might be mentioned in pass- 
ing that displays using local scenes for settings, 
either in blown-up photographs or paintings, al- 
ways attract the maximum of attention. 

























BUT WE’LL SHOW IT IN DIFFERENT WAYS 





Yesterday, frankincense, myrrh, and precious jewels. 





Today, a War Bond, some thoughtful gift, a simple greeting card. Tomorrow, 
a helicopter, a personal call by television . .. who knows with 
what new wonder-gifts we will express the feeling we call Christmas. . . . 


In the midst of war’s destruction, Science has prepared 





materials for a wonderful new world. In presenting that new world in all its many 


phases, America’s display men will find unprecedented scope for their 


* 
¥ creative genius, for their hard-earned skill and knowledge. 
“ To help them meet this challenge—with creative new ideas, materials, and service— 
= will be as always our great privilege and pleasure. 
yl 
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Licking The Small Town Help Problem 


During this labor shortage the display- 
man, whether from the city or small town, 
is having to carry on with a skeleton staff, 
some of whom are inexperienced. How to 
create and execute good displays under this 
handicap is a problem which attracts a good 
deal of our attention these days. 

We at Joseph Ney’s have taken three 
steps toward solving our display problems. 
First, we are using more simple props to 
carry out our window ideas; such props as 
can be quickly constructed from lumber and 
wall board. We are using our display pro- 
jector more than ever before, as we find 
we can choose sketches or pictures and by 
enlarging them they make excellent props 
to be worked around. Anyone can trace 
off the lines and paint in the colors. Some 
examples of these are such windows as a 
recent shoe display we had consisting of a 
large shoe to resemble the “Woman in the 
Shoe” idea. By enlarging this to a size 
of 6 by 8 feet and running yellow ladders 
to the windows of the shoe, we displayed 


By JOHN G. MOCK 


Jos. Ney & Sons Company, Harrisonburg, Va. 


the various footwear on the ladders. 
Another was to enlarge the recent poster 
published by the N. R. D. G. A. for a War 
Bond window. This blown-up poster was 
the main attraction in the window, with 
War Bonds purchased by the employees of 
our store spread on the floor. The store 
gave a Bond to the person guessing nearest 
to the total face value of the Bonds. (1 
might add that the only person to over- 
guess the amount won the Bond, which was 
a good advertisement and showed the part 
Joseph Ney’s employees are playing in the 
war effort.) Other simple props we have 
used were large keys 8 feet high cut trom 
“Facil Fab” bows carry- 
ing out the idea of “Keyed to College or 
Career’ for our college windows. By means 
of two pieces of lumber and wallboard we 
made a large compass and protractor for 


wallboard with big 


a window entitled “How do you Measure 
Quality ?” 

The second part of our plan consists of 
digging into our storeroom and reviving 





some of the older props which we had had 
on display before. By giving these a coat 
of paint of a different color they work very 
well, and we have not had comment on the 
part of our customers that these had been 
used before. 

Number three, and the big time saver we 
have worked out, is to exchange props with 
another store, not in the same town, but 
just far enough away that the same cus 
tomers do not see both windows. This 
works two ways; it cuts down the cost of 
the display and also cuts down the time 
spent in building these displays. These of 


worked 


adaptable for both stores, and you'll find 


course have to be around ideas 
you are fortunate 1f 50 per cent of the ideas 
are really going to work in both. But on 
such windows as our quality window, out 
career window of the French drawings, the 
shoe idea and key windows, these props 
worked in very easily and saved time, mate 
rial, and overhead for both stores, also they 


pulled equally well for both places 
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is Is New York Display 


New Yorkers are literally doing their 
Christmas shopping early this year, for the 
stores started their holiday displays at an 
unprecedented date. And oddly enough, sev- 
eral of the leading firms plan to discon- 
tinue gift window display soon aiter 
Thanksgiving and either devote their win- 
dows to patriotic or institutional display 
or to promotions for “utilitarian” apparel. 
The reason is said to be the shortage of so- 
called luxury merchandise, plus a desire on 
the part of the merchants to help stem the 
inflationary buying wave and thus cooperate 
with the government. 

One of the interesting interior displays 
used by Franklin Simon is given over to a 
fanciful setting for “Ensemble Wrappings 

planned to go together.” The decora 
tions are completely stylized and range 
from floral sprays to angels, all done in 
gay colors. Suggested wrappings for pack 
ages are shown immediately above the tilted 
trays holding the wrappings themselves. At 
the other end of the display Christmas cards 
are shown. Set between the two divisions 
is a shadowbox holding an urn which is 
overflowing with Christmas tree balls. These 
latter are also suspended from’ ribbons 
within the shadowbox. <A spray of ever 
green circles the ceiling over the little de 
partment. 

The second illustration shows a display 
used by Bloomingdale's. An ornate table 
stands at the right, on a floor covered with 
discs of vari-colored metallic paper. Perhaps 
the most interesting part of this window is 
the group of four “pictures” on the back- 
ground. These have large plaster frames 
with symmetrical patterns; the picture it 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


self is recessed a la shadowbox and is 
made up of a twig, a small cluster of flow- 
ers, a shell, and so on—apparently without 
meaning, but interesting from a composi- 
tion standpoint. 

At the top of page 7 is another Franklin 
Simon display, this one for the benefit of the 
National War Fund. The poster showing 
American prisoners in a Japanese camp has 
been blown up to Gargantuan proportions 
and adds a very vivid touch of drama to the 
window. 


In tune with the “shop early” sentiment, 
Black, Starr & Gorham employed a very 
striking window tor the display of Christ- 
mas cards. The small, dignified window 
card read simply: “Your Christmas cards 
are ready now.” The chief property used 
was a country-style mailbox with the flag 
up and several cards lying on the lowered 
door. The name of the store was lettered 
along the side of the box, and it was sur- 
mounted by a plaster cherub bearing an- 
other card. Another cherub stood on a 








small pedestal in the foreground of the dis- 
play. The mailbox base was covered with 
green plants. 

At Lord & Taylor one window featur- 
ing black frocks was handled in a _ novel 
manner, as shown at the lower right. All 
but a small section of the window was cov- 
ered with wallboard. Through the opening 
appeared the mannequins in a glow of light 
from elaborate chandeliers. The back- 
ground of this opening had a mirrored col- 
umn which reflected the figures and lights. 
In the wallboard section blocking off part 
of the display a shadowbox was cut and in 
this was shown a hat. The card for the 
main display read: “In a city at war, when 
you dress up at night, this is the new way 
to look.” 

Fifth avenue stores recently participated 
in a “window pageant” on behalf of the Na- 
tional War Fund, and shortly before the 
middle of this month “G-for-Gallantry” cer- 


—The Christmas card and wrappings booth 

above is from Franklin Simon & Co., and is 

heavily stylized in design. . . . At left is a 

display from Bloomingdale's. . . . (All photo- 

graphs by courtesy of Virginia Roehl Studio, 
New York City)— 
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—At right, another Franklin Simon display, 

this one backing the National War Fund drive. 

Center, Christmas cards as displayed at Black, 

Starr & Gorham. . Below, a novel setting 
used at Lord & Taylor— 


tificates were awarded to four of these 
firms—Bonwit Teller, Lord & Tayior, Saks- 
Fifth Avenue, and Franklin Simon for hav- 
ing the most dramatic windows during the 
drive. In the smaller stores division, simi- 
lar certificates went to Bergdorf-Goodman, 
W. & S. Sloane, Helena Rubinstein, Eliza- 
beth Arden and Delman’s, in that order. 

The “window pageant” included displays 
by nearly 500 stores between 34th street and 
59th street, all of them basing their displays 
on “Match Their Gallantry With Your Giv- 
ing.” The judges covered the windows from 
on top an old-fashioned tally-ho; included 
among the judging group were Bert Lytell, 
Helen Menken, John Bowles, Jan Kiepura, 
Lucy Monroe, James E. Sauter, Billie Burke 
and Phil Baker. 

Some New York displaymen actually dis- 





liked seeing the restrictions removed on the 
dimout which has been in effect here for 
so long; that is, they preferred showing thei 
displays under dimout regulations rather 
than under the conditions imposed by the 
“brownout” requested by the War Produc- 
tion Board. They claim that it was much 
easier to attract passersby with relatively 
dimly lighted windows, or with windows 
covered by special dimout cloth, than it 
is now when the windows may only be light 
ed for a couple of hours each day. On the 
other hand, a prominent retailer has said 
that he would far rather have adequate dis- 
play lighting for two hours a day instead of 
going back to the days of the dimout. 

\ great number of New York City stores 
will play up War Bonds as Christmas gifts, 
of course, and it is understood that some 
particularly dramatic and effective window 
displays are being planned along that line 
for use a little later in the season. Much 
emphasis will also be placed via display on 
the government’s request that Christmas 
gifts be mailed not later than December 10. 

To show the general attitude of local 
stores on this business of early shopping, we 
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might quote the following newspaper adver 
tisement which is typical of the message 
being put across to the public through 
newspapers and windows together. The ad 
was used by Bamberger’s of Newark 

“It should take vou no more than fifty 
seconds to read this message. You will 
then get a pencil and a sheet of paper. You 
will go into a room and lock the door. You 
will sit down and make out your Christmas 
list. Every time you can't think of just the 
right merchandise to give someone, you will 
write down ‘War Bonds.” The more trouble 
you have thinking about what to give, the 
better it will be for your country. 

“It should take you no more than a half 
hour to complete your list. You will then 
put on your hat and coat and run (not walk) 
to your favorite store. (Name supplied on 
request.) There you will fill every item on 
your list, including War Bonds. Along about 
December 15 you will sit comfortably in 
front of the fire. You will be smug. You 
will say, ‘What a smart girl am I!’ And 
you will be right, because you will be more 
than smart. You will be patriotic.” 
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Kann’s Golden Anniversary 


By JOSEPH McCANN 
S. Kann Sons Company, Washington 





In planning our fiftieth anniversary cele- 
as so many 





bration, we were confronted 
other stores are just now—with the wartime 
necessity of completely eliminating the 
usual Anniversary Sale. After much delib- 
eration it was decided instead to use a 
series of institutional advertisements call- 
ing attention to the fact that this is Kann’s 
“Golden Jubilee Year.” One part of this 
celebration consisted of a series of window 
displays in which we displayed various 
articles loaned us by our customers—arti- 
cles that had been purchased here from 
forty to fifty years ago. 

Everything from old gowns to china tea- 
pots was collected for these displays, and 
shoppers showed their appreciation by 
crowding around the windows to inspect 
them in detail. Interspersed among these 
articles from our customers were others 
from manufacturers, dating back to the 
Gay Nineties. Other items which drew an 
extraordinary amount of interest were 
replicas of costumes worn by the wives 
of all the presidents since the time of 
Grover Cleveland in 1893. Some of these 
windows are shown in the accompanying 
illustrations. 

But not content to devote all our display 
space to the days of the past, we also gave 
our customers a glimpse of things to come 
through a group of windows devoted to 
“The World We Are Fighting For.” This 
theme has keen used by other leading 
stores throughout the country and the dis- 
plays have already been described at length 
in DISPLAY WORLD; hence it is enough 
to say that they covered these seven sub- 
jects: “What You Can Expect of Tomor- 
row;” “Radio Television of Tomorrow;” 
“Health of Tomorrow ;” “Air Travel of To- 
morrow;” “Your Home of Tomorrow;” 
“Your Car of Tomorrow,” and “Scientific 
Education of Tomorrow.” 

But of these two divisions of our dis- 
plays—the past and the future—it was the 
former which drew the most attention. The 
public knows that tomorrow will bring 
forth a great change in our way of life, 
with vast strides forward in all the sci- 
ences; while they are interested in it, there 
is still a war on and fifty-miles-per-gallon 
automobiles and giant passenger planes are 
still something to dream of rather remotely. 
The scenes from the past, however, furnish 
a sentimental link with days that we all 
rather tend to look at through rose-colored 
glasses. Some people believe that our mod- 
ern public rather associates scientific de- 


—The background paintings for this typical 

group of displays used during Kann's fiftieth 

anniversary were done on black velour and 

show scenes in Washington during the past 

half century. Joe McCann, display director 

for Kann's, has been with the firm for forty- 
seven years— 
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—tThe first display shows a typical merchan- 
dise window of the type being used during 
the anniversary celebration; the footwear was 
shown to tie-in with national advertising in 
Life during the time the window was on view— 


velopments of the future with the fierce 
mechanization of war today and so they 
tend to show more interest in things which 
take their minds away from conflict; the 
same tendency is seen in the way people are 
swinging away from motion pictures having 
war themes and are patronizing those which 
will let them forget the war for an hour 
or two. 

Such displays of past events are an un- 
doubted prestige-builder for the store, for 
although a retail firm may be an accepted 
fact in a community an occasional reminder 
ot how the store has served the public for 
long vears is a good idea. Also it impresses 
transient trade—always no mean factor in 
Washington merchandising, and particularly 
so just now when the city is flooded day 
after day with people from all parts of the 
country. And displays of the past are prac 
tically irresistible to shoppers, especially 
women; they like to examine each window 
detail by detail. 

Considerable time and effort were neces 
sary in accumulating the objects used in 
these displays, but our customers were gen 
erous with their help. After that it was 
simply a question of selecting appropriate 
articles to go with the background themes ; 
these latter had already been decided on, 
of course, and were painted on black velout 
by Frank Rosebrook of General Display 
Studio, Los Angeles. 

As a tie-in with these displays we ran a 
full page ad using the pictures of eight 
couples and the names of fifteen others, all 
of them celebrating their golden wedding 
anniversaries this year; most of these peo- 
ple are old customers of ours and all of 
them live in the Washington trading area. 
A repeat of this ad three days later used 
eight different pictures, while the first eight 
were named in the listing. Incidentally, the 
golden wedding band ring is being used as 
a symbol of our Golden Jubilee Year in all 
advertising, windows, and interior displays. 

The details of some of the displays used 
are as follows, starting with the column on 
the opposite page: the first window showed 
miniature hats from original models dating 
from 1893 to 1943; the next display had an 
old-time christening set and an unbelievable 
baby carriage; the third showed a wedding 
trousseau of the Gay Nineties. On _ this 
page, the top illustration is to show one ot 
the typical merchandise windows which we 
are using during the Golden Jubilee, this 
one featuring “The Naturalizer Fit Parade” 
and making a tie-in with advertising ap- 
pearing in Life during the time the display 
was on view. The next display shows a 
beaded gown purchased at Kann’s in 1923 
and another bought during the ‘90s. The 
final illustration is of a group of Stetson 
hats dating back as far as fifty years. 

In conclusion, the writer might mention 
that he took particular pleasure in planning 
the displays for this fiftieth anniversary, 
since he has been with the firm for forty- 
seven vears—all but three years of its total 
existence. 
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ar Displays To Hit Harder 
During The Coming Months 


Last year there was a noticeable slacken- 
ing in the use of patriotic displays during 
the holiday stores in general 
had gift and so war- 
theme shunted 
to one frequency 


season, for 
merchandise to sell 
temporarily 
side or reduced in 
of use or length of time on view. 

This year it probable that the 
regular pattern of patriotic displays, which 
have been featured more than ever during 
1943, enlarged 
during the 

There are two principal reasons for this 
in addition to the natural retail- 
patriotic displays as 
short- 


displays were 


were 


seems 


will continue and be even 


holiday shopping season. 
desire of 
ers to use as 
The 
luxury gift 
emphasis on 


many 
first is the growing 
merchandise and the 
increasing practical wares. 
The second is due to an inflationary buy- 
ing wave wish to 
as a form of cooperation with the govern- 
ment. 

A number of 


possible. 


age of 


which merchants curb 


New York City 
with patriotic 
Thanksgiving, 
eliminate 


stores in 
are planning to go all out 
immediately after 
and intend completely to 
all merchandise from their until 
after the The 
same general tendency is observed in other 
cities throughout the country. 

Hence it seems that displaymen will be 
for hard-hitting 
The best 
will be that instruct the 
explain certain phases of the 
why certain things should be 
done, other should not, how 
to conserve, how to substitute, and so on. 

New angles must be turned up 
constantly if the job is to be done right, for 
familiarity indifference to any 
message; the presented 
lose their 


display 
some 
windows 
over. 


Christmas season is 


called on more and 


war 


more 


displays on subjects. ones, 


as usual, those 
public or 
effort 

why 


war 
things 


display 
breeds 


slogans 
slight variations soon 


same old 
with only 
power to stimulate the public to action. 
Several interesting ways of handling pa- 
triotic seen in the group of 
right, covering such 
subjects as the importance of postal zoning, 


displays are 
photographs at the 


enlistment in the army or navy nurse corps, 
enlistment in any of the 
organizations, 


women's service 
mate- 
plant 
products, the importance of women in war 


War 


urging increased war 


riel production, showing local war 


work, and promoting the sale of 
Bonds. 

Of the display at the upper left, John E. 
director for Coulter Dry 
Angeles, has the fol- 
“We have given considerable 
attention to the nation-wide campaign on 


Cooke, display 
Goods Company, Los 


lowing to say: 


postal zoning and know that you, and other 
cities, are experiencing the same problems. 
It has been our endeavor in this display 
to the public the importance of 
zoning and the necessity of correctly mark- 
that even in- 
(such as shown in _ the 
display) could sort and handle mail when 


to convey 


communication so 
help 


ing ever) 
experienced 


so marked, thus materially aiding and as- 
sisting the postal authorities. 

“You note the V-mail 
and overseas packages—also that the cen- 
ter mannequin points to the zone in which 
Coulter's is located, further to emphasize 
this feature for delivery to our 
store. 

“The postal authorities have been 
enthusiastic over this display, asking if we 
would assist them by further publicity 
through DISPLAY WORLD. The city oi 
Los Angeles has gone ‘all out’ in its efforts 
to publicize correct postal zoning.” 

The next photograph is of a display used 
by J. W. Campbell, Carson Pirie Scott & 
Co., Chicago, the last week in October as a 
tie-in with the motion picture “So Proudly 
We Hail.” The display was originated by 
W. L. Stensgaard & Associates, Inc., Chi- 
cago, and has been shown at more than 
150 stores throughout the United States. 
In addition to promoting enlistment in the 
nurse corps, Red Cross co- 


will reference to 


correct 


ver) 


army or 
operation with the stores adds to the value 
of the publicity. 

R. W. Vogtman did the third 
for Barker Brothers, Los Angeles, and this 
Proudly We Hail” 


was designed to stimulate 


navy 


window, 
also is based on “So 
but the display 
recruiting for all the various women’s serv- 
ices. A valuable model of a transport ship 
appeared at the left foreground, this and 
the army nurses’ equipment being borrowed 
from Paramount Studios. Note the dim 
lighting of this display, a characteristic of 
windows on the West Coast because of the 
dimout which was just cancelled the first 
of November. 

The display at the lower left is the work 
of Joe Vent, Rike-Kumler Company, Day- 
ton, and its realistic setting is very plain. 
Under camouflage netting and behind sand- 
bags is a marine writing the verse which 
appears on the card at the left of the 
window—an appeal to war workers for 
production, and* a request for the 
purchase of more War Bonds. 

War products made by St. Louis industry 
were exhibited in a dramatic set of displays 
at Stix, Baer & Fuller, for which firm 
Syl Rieser is display director, as one of the 
spotlight features for the Third War Loan 
drive. 

Products made by thirty-five war plants 
were presented in colorful settings, done in 
full relief to portray the articles of war in 
their actual use in combat. Supplementary 
war equipment, uniforms, and other realistic 
properties give the public a 
glimpse into the actual workings of our 
machines of destruction. 

Sponsored by the St. Louis Chamber ot 
Commerce, the exhibition was unveiled in a 
program arranged by that group. The mayor 
of St. officials took 
part in the ceremonies, which included the 
individual unveiling of each window by 


more 


served to 


Louis and other city 


workers from the plants sponsoring that 
particular display. In the window pictured 
at the upper right, a giant micrometer is 
seen as background for a diving plane; the 
background copy reads: “Only a few micro 
inches between him and the sea. Such 
articles as bomber components and other 
war material were descriptively labeled. 

The Labor-Management Committee of 
Reynolds Metals Company, Louisville, want- 
ed something to step-up production and hit 
upon the display seen next. This is 
pended along one factory wall and 
three bombers over Rome, Berlin and Tokio. 
The production of night and day shifts for 
three departments is marked daily by the 
distance the bombs have traveled on their 
way to the target. Similar displays, it might 
be mentioned in passing, are used very ex- 
tensively in England, where a number of 
display studios are reported turning out spe- 
cial units to encourage production, cut 
down absenteeism, build morale, or perform 
any other propaganda function needed. 

The locker room of a welding school is 
depicted by W. Arthur Gray, Lansburgh & 
Brother, Washington, in the window 
next. Emphasis is placed on practical ap- 
parel and the willingness of women to work 
for treedom. The wooden arrow suspended 
at the upper right reads: “To Welding Class 

Shop No. 4.” 

Richard and Lolita Staines, Vandever 
Dry Goods Company, Tulsa, also showed a 
marine in a jungle setting which was strik- 
ingly realistic. The display appeared in the 
store’s main island window during the Third 
War Loan campaign. An American marine 
is seen wading waist-deep through a swamp 
on some island in the Southwest Pacific. 
In order to make the window more realistic, 
a large mirror was placed in the center of 
the floor, with the sides covered with moss 
and weeds. At the side of the figure are 
seen real cypress knees which are reflected 
in the “water.” Real palms, grass, dead 
stumps, and vines were scattered naturally 
around the scene. In the foreground were 
two swamp snakes, poised to strike. An- 
other representative of reptilian life was a 
small alligator. Colored lights of red, 
green, and amber gave a weird, jungle at- 
mosphere to the whole setting. The light 
on the face of the marine is a _ reflection 
from the mirror on which the figure rests. 


sus- 
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seen 


—The displays on the next page are by the 
following: left column, top, John E. Cooke, Coul- 
ter Dry Goods Company, Los Angeles; upper 
left center, by J. W. Campbell, Carson Pirie 
Scott & Co., Chicago; next, by R. W. Vogtman, 
Barker Brothers, Los Angeles; lower left, by Joe 


Vent, Rike-Kumler Company, Dayton. Right col- 

umn, by Syl Rieser, Stix, Baer & Fuller Company, 

St. Louis; Reynolds Metals Company, Louisville; 

W. Arthur Gray, Lansburgh & Brothers, Wash- 

ington; Richard and Lolita Staines, Vandever 
Dry Goods Company, Tulso— 
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Chicage 


When the 
opened recently, 
unveiled dramatic 


officially 
stores 


subway 
many of the larger 
displays depicting trans- 
portation as it was in the old. J. 
W. Campbell's window at Pirie 
Scott & Co. ingenuity in its 
simple application. A print of an 
old rendering was obtained and enlarged to 
full window as pictured in the center 
photograph on _ the page. This 
scene is an authentic reproduction of State 
Madison streets in 1865. An aperture 
appears above the buildings, shaped into a 
shadowbox which is lighted and is 4 
deep; in this was placed a scaled-down min- 
iature of a Wells-Fargo mail coach pulled 
life-like horses. The 
in the corral, appear 
-fangled contraption.” 
Blum, at The Store, 
( omplete job on his Series.” 
carpentry, 


new Chicago 
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frightened 


by six very 
the right, 
at the “new 
Sam did a most 
Three 
months of art work, and histori- 
cal research resulted in one of the finest in- 
stallations of this kind in Chicago, as illus- 
trated in the first and last photographs with 
All this was done in the 
studio. framing 
presentations Chicago 
Things—The Salutes the New 
Subway.” One represented The 
Fair Store as it looked in the 
pioneer a reproduced 
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By JACK POLLARI 
Madigan Brothers, Chicago 


the Columbian Exposition of 1893. Another 
presents a Chicago waterfront scene of the 
era. Every display showed painstaking care 
to detail, which made them recognizable to 
many of the old Chicago pioneers still sur- 


viving. 

John Courtney, display manager of Sears’ 
State street store, drew attention to his 
large corner window with a team of life- 


sized gray horses, fully harnessed and pull- 
ing an old-fashioned surrey which was au- 


thentic in detail. A greenish-blue 


every 
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Windows In Review 


seamless paper background completed the 
story, reading: “Chicago, 1833-1943” in white 
letters; the skyline was also outlined in 
white. Figures dressed for a _ long-ago 
era flanked each side of the surrey. Copy 
on the card read: “Chicago’s Dream of 
Many Years Comes True—Chicago’s New 
Subway.” 

James Cummins, at the Peter Pan Shop, 
Lawrence and Broadway, executed a clever 
series of fall coat windows with the simple 
materials of paint brush and wallboard. The 








“mirror” on the gray and_ rose-colored 
screen was painted on, as were two smaller 
paintings. From the fireplace emerges 
foliage instead of the traditional logs. The 
chair, also wallboard, is pink, simulating 
tufting. The card reads, “Peter Pan Coats 
Heaped with Precious Furs.” With furni- 
ture being a difficult item to borrow or rent 
these days, Cummins did an = altogether 
fetching job by making his own. The 
play 

The following displays are 

At Goldblatts, Ray Bianchi’s whole 
street front has taken on an entirely 
look, achieved by huge frames which con 
ceal the lighting from below. Bianchi says 
that the new lighting, although cut in half, 
twice the effect of previous over- 
hanging illumination. The solid lumber 
frames are covered over with a_ bleached 
silver oak paper. One window is captioned, 
“Stop, Look and Glisten—a new Fashion 


—The first display is the work of Sam Blum, 

The Fair Store, as part of that store's promo- 

tion in connection with the opening of Chi- 

cago's new subway. . At the left, by James 

Cummins for The Peter Pan Shop... . (All 

photographs by Fred A. Kuehn & Co., 
Chicago) — 
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—Top, by John Courtney, Sears, Roebuck & 

Co. State street store. . Center, by J. W. 

Campbell, Carson Pirie Scott & Co... . 

Below, another of Sam Blum's displays for 
The Fair Store— 


Picture, crystallized in Glittering Black.” 
The balustrade which runs across the en- 
tire background serves as a mannequin 
bench. The new lighting throws eerie shad- 
ows across the simple background. 

Richard Hansen, at Komiss, captioned his 
neatly arranged fur window with: “Autumn 
Value Parade,” stressing the styling and 
quality of the garments. White grape clus- 
ters decorate the shadowboxes, as well as 
the grill on the background. White plaster 
animals are the activating note, serving as 
a cardholder, too. 

Jay Howe of Mandel’s is recuperating at 
the Michael Reese hospital from infantile 
paralysis. His many friends will be happy 





to know that after a hard five weeks of 
gradual improvement, he has a fine possi- 
bility of getting well entirely. In Howe's 
absence, his crew showed real cleverness in 
dividing the large corner window into three 
sections with white chiffon and black gauze, 
which formed the background for a negligee 
presentation. The center part of the corner 
window, that is, behind the large corner 
column, which is usually dead space, had 
been trimmed as a boudoir with two manne- 
quins in negligees. You aren’t aware of 
this third display until you stand before the 
window a half minute or so, then you have 
a peculiar feeling that you've inadvertently 
gazed into that inner sanctum sanctorum 
of milady’s personal life. Altogether a 
very arresting picture (no puns meant). 
Field's corner window at Randolph and 
State captions a very engaging Tuxedo coat 
window with this smart copy, “Let’s Face it 
With Fur.” The background of the State 
street side shows the exterior of an antique 
shop with a grilled window and bric-a-brac 
therein. The coated figures appear to be 
window shopping for nick-nacks. The Ran- 
dolph street side features a very complete 
library exterior faced with brick, with a 
partly opened door from which a manne- 
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quin is leaving with a book under her arm. 
Moss consistently puts local activities into 
his displays, which is a refreshing change, 
and also this practice breathes life into an 
otherwise cold, abstract picture. For ex 
ample, his corner window on State and 
Washington streets, where the setting repre- 
sents groups of smartly dressed women rov- 
ing through an art gallery, captioned ap- 
propriately with the following copy: “Suits 
you'll cherish as you would a fine painting.” 
Genuine canvases in ornate gold frames 
hung from a wall of pale green velvet, 
which the suited mannequins were observing 
and studying. Two military escorts were 
also amidst this setting, a navy lieutenant in 
gold braid and a major of the air corps. 
To combat a difficult personnel situation 
facing as large an organization as Field's 
in order to obtain additional help the store 
installed a very interesting window on Stat 


street \ smartly dressed figure was. the 
center of attention before a microphone 
“Broadcasting for Jobs.” The panel in the 
background read: “Students—Housewives 


Men—45 to 65—Service Men's Wives—B«e 
useful—Get a War Job at Field's.” Another 
mannequin held a sign reading “Christmas 
Job.” They further listed the type of work 
for which applicants were needed. 











Warm clothes for all ages play an important role 
during this month. Here is depicted an outdoor 
scene. Against a background of icicles and an 
exterior section of an oblique, angular house are 
arranged youthful mannequins attired in colorful 
ski and snow togs. Show activity in their arrange- 
ment and display skis, sleighs, etc. The spirit of 
the holiday season prevails in the novel over-door 
decoration made by cutting a wooden bowl in 
half, fastening one-half to the top of the casement 
and filling it with pine cones and galax leaves or 
evergreens. Red or green star stickers are pasted 
on the door panels for added color. 
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DISPLAY WORLD NOVEMBER, 


by Louis Gehring 


Display Designer and Consultant 
New York City 


January is the height of the social and holiday 
season and much thought should be given to the 
display of formal apparel. Modern sophistica- 
tion is the keynote in this display window. The 
rich, floral pattern rug and lavish drapes are 
the only elements used to set off the two smartly 
attired mannequins. Especial care should be 
given to the selection of the gowns and the 
arrangement of the mannequins. 





The January White Sale is an important event 
in the display calendar. In this sketch, against 
a red and white striped panel are placed two 
large white frames, the interiors of which are 
painted blue. In these frames are built shelves 
to display linens, neatly grouped and tied with 
red ribbons. A table top, constructed to give 
a three-dimensional effect, is covered with a 
snow white cloth. Other linens are placed in 
an interesting arrangement about the setting. 
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FOR THE YEAR END 


In this sketch the church tower, bells and dis- 
tant star symbolize the promise of peace and 
freedom throughout the land. The United Nations 
plan a world of freedom for all men. Such a world 
has been more dream than reality, more hope than 
fact, but it has been the best hope men have had 
and the one for which they have most consistently 
shown themselves willing to die. Let us do all in 
our power to realize this hope by buying U. S. 
War Bonds. Copy for this War Bond display 
might read: ''So That the Bells of Peace and Free- 
dom may Ring Throughout the Land, Buy U. S. 
War Bonds." 





This men's clothing display is a study in the ar- 
rangement of overcoats, focusing attention on 
the copy card and the goods themselves, which 
not too formally arranged, reveal their texture 
and quality. No attempt has been made to in 
troduce any element aside from the copy card. 


A cheery and decorative house entrance be- 
comes the central unit in this display and makes 
an ideal setting for men's wearing apparel. 
Symbols of holiday spirit and hospitality dec- 
orate the door as a welcome to New Year 
callers. Group smartly appareled mannequins 
at both sides of entrance. 
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Humor’s Role In Argentine Display 
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An examination of display as used in the 
Argentine Republic reveals the fact that it 
abounds with humorous treatments—to a 
far greater extent than humor is used in 
North American windows. 

Such consistent use of whimsical display 
suggests its effectiveness and also that it 
could be employed much more freely in the 
United States. Many people, in these days 
of trial, would welcome a chance to smile 
at a humorous display presentation. 

The three displays pictured are from 
Buenos Aires, and the first is the work of 
\. Meliano, of the Farmacia Franco-Inglesa, 
to advertise ‘““Polymort,’ an insectide to re 
pel mosquitoes. Done with much realism, 
the display shows the stucco side of a 
house with ivy clinging to the wall. A bed- 
room window is thrown wide and_ inside 
the room is seen a man blissfully asleep 
In the right background is a picket fence 
and still farther back appears a spread of 
deep blue to represent a star-studded sky 
Perhaps the chief character of the little 
scene is a disgruntled mosquito, seated on 
a block of wood. He has a disgusted look 
and is the picture of complete dejection 
The complete care for details and the 
attention given the figure of the mosquito 
made this an especially powerful display 
which surely stopped everyone who gianced 
at it. It should be noted, too, that the 
display did not depend on the window sign 
to tell what it was all about; even one 
with no acquaintance with the Spanish lan- 
guage gets the story at the first look. 

Just as eloquent is the second display, 
but it requires a little more time to figure 
out if the sign is ignored. The window 
shows a tired suitor holding a bouquet and 
leaning against a mailbox while waiting 
for the girl who never showed up. Cig- 
arette stubs are about his feet to indicate 
the length of time he has been waiting. 
The reason for the “standup” is the stubble 
of beard with which the face is covered, and 
apparently he has not seen the sign in the 
background which tells the world to use the 
shaving materials displayed. This display 
is carried out with as much “white space” 
as the one discussed above used detail; 
note the complete absence of wall and 
background treatment. The detail went into 
the man’s figure and its careful posing. The 
wall and sidewalls were done in white; the 
display card was in yellow, with maroon 
lettering. The mailbox was in red, with a 
black base, and the man’s apparel was 
green-gray. The display was used by Casa 
Paul Hnos. Ltda., for which Rodolfo Pena 
is display manager. 

The same displayman is responsible to! 
the third window pictured, this one als: 
being for a'spray against mosquitoes. The 
nightgowned figure of the man is of cleat 
plastic. The mosquito’s eyes are illumi 
nated. 


—Argentine shoppers like their displays dished 
up with a dash of fun in them, and Argentine 
displaymen try to oblige— 
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Santa Claus must have sent Mrs. Claus 
traveling in a P-38 to whisper into the ears 
of all retailers to get going early on Christ- 
mas this year. Display departments which 
have receive their materials have them up 
and blazing forth with the Christmas spirit 
throughout their stores, breaking all records 
for early decorating. I can easily remember 
when we thought a week before Thanksgiv- 
ing was an early date for this job. This year 
any store without decorations by November 
1 was considered at the end of the parade 
or behind the eight ball. 


Toy departments have had tremendous 
selling for months past and the toy manu- 
facturers say stocks this year are only 50 
per cent of normal. On top of this, the 
wartime birthrate has so increased that 
there are 2,000,000 more children now than 
in peacetime. James E. Fri, managing di- 
rector of the toy industry, says: “This is the 
worst year on record. Toy supplies will not 
be able to last through December 15.” 
Tough on the kids, and boys are hit the 
hardest due to metal shortages in their 
favorite items. This means that toy win- 
dows will have a short run on the Main 
streets of America this vear. Now is the 
time to plan a quick change or a re-work 
job. 


Last Christmas two matrons were discuss- 
ing the difficulties of holiday shopping. 
“Why,” said one, “should I make that long 
trip downtown on the bus and get all worn 
out when I can buy the wrong thing right 
here in the neighborhood ?” 

New York, since the fall of Paris, has 
been shouting that it is the capital of a 
new fashion world. Now style is big busi- 
ness and its yearly draw from American 
women is nearly $2,000,000,000. Howard S. 
Marcus, Neiman-Marcus Company, Dallas, 
takes issue with New York. He says: “New 
York is finished as a manufacturing center. 
They are making clothes in Kansas, Phila- 
lelphia, California and 
hey won't give it up. 
vhen only a New York dress is a good 


ress ” 


Texas now and 
The day is gone 


Far be it from me to compare dresses to 
lisplaymen, but I have always said that not 
ill the good display directors are in New 
York City. I think Howard Marcus would 
igree on this because his display director, 
Guy Malloy, does a display presentation 
ear after year which is admired by every- 
ne in the profession. 


Every display department in the country, 
Perhaps, has a pet peeve and 90 per cent 
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of them could be classified under “missing 
tools.” Screwdrivers, hammers, saws, pliers, 
and “Kling-tite’” guns seem to acquire legs 
after a short acquaintance. An Associated 
Press dispatch from White Sulphur Springs, 
Mont., has some good copy that could be 
used by any display department: “Ii the 
thief who stole my anvil and blacksmith 
vise will please call at my ranch he can 
get the rest of the tools. Anyone that’s so 
fond of tools ought to have a complete out- 
fit. Signed, Minnie Bingham.” Now this 


TRADE PERSONALITIES nos 
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is no relative of mine, but her views on 
the subject are endorsed by the writer. Has 
anyone ever lost a “Cutawl?” 


Wordisplays: Ralph Adler, Jas. B. Wil- 
liams, Inc.. New York, reports: “Max 
Boroff, for the past fifteen years display 
director for Levy Brothers, Elizabeth, N. J., 
was given a banquet in his honor by the 500 
employees of his store prior to his entry 
into the Army Air Corps.” This is a fine 
tribute to one of our profession by his co- 
workers and speaks high for the regard 
Levy Brothers has for display and the per- 
sonality that has been behind it in this 
store. Good luck to you, Max Boroff!.. . 
If vou have any of those giant bathing suit 
anchors of a few vears back, here is good 
news: The Navy Procurement Office an- 
nounced that it would be happy to buy spare 
anchors—they must weigh not less than two 
and a half tons, however. . . . FE. Fay 
Brown's first assistant, Bob Thomassy, J. 
M. Hartley & Son Company, Fairmont, W. 
Va., is now serving in headquarters section, 
Camp Bell, Ky. 

[Continued on page 38] 
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The New Pollock's 


By HARRY COUGHLAN 
Pollock Stores Company, Fort Smith, Ark. 












































































Exactly a year and five days from the 


date of the fire that destroyed our building, 
the new Fort Smith store of our company 
was formally opened at the same location. 

Government restrictions, lack of material, 
and labor shortage combined to make this 
rebuilding an extremely difficult job, but we 
did the best we could under wartime con- 
ditions to give our city a fine store. 


The exterior of the building, 75 by 140 
feet, is done in buff colored brick and struc- 
tural glass, neatly trimmed with solid color 
awnings in a shade of rust. The main floor 
walls are finished in pastel green and can- 
ary, with the elevator space done in autumn 
brown. The floor is of inlaid tan asphalt 
tile blocks. In the rear center is a beauti- 
ful, modernistic stairway finished in pickled 
pine. Above the wall fixtures and display 
cabinet, extending to the ceiling, are stream- 
lined stock rooms—tronted by a third wall 

which provide 2,500 square feet of unseen 
stock space within arm's reach of the sales 
personnel. 


We have a corner location with fourteen 
display windows, which unfortunately are 


not uniform in size and shape. For our 
reopening we used a battery of displays 
along the line pictured here. The formal 


window, for example, showed a white for- 
mal gown against a blue quilted satin back- 
ground studded with sequin-headed quilting 
tacks. Maroon panels and attractive fall 
foliage were used in the other tashion win- 
dows. The shadowboxes, with three glass 
shelves, are hollow to the top and receive 
their light from a small spotlight placed 
directly over them. There are eighteen of 
these shadowboxes, providing space for the 
display of fifty-four small items from vari- 
ous departments; they have proved highly 
satisfactory for this type of merchandise. 


A view of one of our men’s wear displays 
illustrates how this department—really a 
separate store—is handled in the windows. 


The other scene is a view of a section ot 
the main floor, for which a directory would 
include piece goods, linens, cosmetics, ac- 
cessories, sportswear, lingerie, small home 
wares, bedding, women’s shoes, gift-wrap- 
ping, and monogram department. On_ the 
second floor are infant’s wear, toddler's and 
girl’s apparel, corsets, sportswear, junio! 
department, budget shop, millinery, fur 


salon, French Room “Better Ready-to 
Wear,” alteration, and the War Bond and 
Stamp booth. The basement contains lin 


gerie, accessories and ready-to-wear, men’s 
and boys’ work and sport clothing. 


The main floor is directly connected with 
the men’s store, which also features chil 
dren's shoes and a junior boys and prep 
loys’ shop. A very complete line of fur 
nishings and gifts for the soldiers is in 
cluded, for Fort Smith is just a few miles 
from Camp Chaffee, an extremely larg: 


army Camp. 
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DARLING PLANTS ARE-OPERATING OVER 95% 


OIiSPLAY WORLD 





Did you get mad when you read of the beheading of an American 
boy? Surely you did! This war is grim business. Will your store 
let down on backing up our fighters? Of course it won’t! Store 
executives surely realize that your patriotic window and store dis- 
plays have contributed immeasurably in arousing public fighting 
spirit, and in helping change “defense” to “offense”... Never let 
down! Make full use of the important weapons at your command. 
Display your fighting spirit, too! Let’s all “pitch in” and get this 
big job done... L. A. Darling Company, Bronson, Michigan. (New 
York Office and Display Rooms, 735 Marbridge Building.) 


fADARLING 


The Name To Think Of FIRST In Display 








ON WAR PRODUCTION 
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ramatizing Cosmetics 


Why a woman buys cosmetics is readily 
understood, but how she buys them is a 
subject whose analysis is most interesting. 

Observers are pretty much in agreement 
that a woman usually continues to use one 
certain brand until she becomes bored with 
that particular fragrance, or with the color 
—or just plain bored. She switches to an- 
other variety for one of several reasons: 
because of word-of-mouth recommendation 
by friends; by curiosity induced through 
national advertising; by being attracted to 
the package, or by seeing the cosmetic at- 
tractively displayed. 

Two of these factors are of course display 
elements, the first of which is the package 
—carefully designed for eye attraction and 
sales value, and with which the displayman 
naturally has nothing to do except to con- 
sider it in its relation to the complete dis- 
play. But the actual presentation at the 
point-of-sale, where personal recommenda- 
tion, national advertising and packaging 
can all break down if the display is poorly 
done, is the displayman’s responsibility. 

The actual display dramatization is some- 
times difficult because of the small size of 
the merchandise. Using many items in the 
display tends to scatter the shopper’s atten- 
tion and to reduce the effect. Most display- 
men prefer to use a relatively few items 
and to highlight the display with points of 
dramatic interest ranging from skillful 
grouping to actual atmosphere effects. 

The first window illustrated is by Robert lr * E; 
Findlay, Maison Blanche, New Orleans, to ae bl 
tie-in with a visit to the store by a well- witaied 
known beauty expert. sport sh 

The next window is one of two displays 
used by James McCreery & Co., New York 
City, in which Shulton’s “Friendship’s Gar- 
den” toilet water was featured. In addition 
to the displays, table units were placed in 
several prominent positions throughout the 
store, and as a final touch the aroma of 
the toilet water was continuously sprayed 
from two windows on the 34th street side 
of the store. 





George J. Coronato of the Grasmere 
Pharmacy, Staten Island, N. Y., increased 
his sales on Shulton toiletries by placing 
the “Old Spice” display cabinet between 
two glass showcases holding toiletries, and 
wiring the cabinet for lights. The added 
display value stepped up sales on this brand 
to a very great extent. 

For a presentation of “Yanky Clover,” 
Joe Vent of Rike-Kumler Company, Day- 
ton, contrived a pastoral setting with a 
sweep of countryside painted on the back- 
ground and a mannequin bearing a basket 
ot over-size clover heads. 

Herschel Allen of Burdine’s, West Palm 
Beach, Fla., tied-in with a “Vogue” ad for 
sun-tan oils and preparations with a dis- 
play in the small lobby entrance window. 
Sandcloth covered the floor and sea shells 
and coral were used for further emphasis. 

For Rubinstein’s “Water Lily” cosmetics, 
Joe Vent created another outdoor setting, 
with a mannequin leaning over a_ small 
pool in which appeared several of the 
flowers and their leaves. 
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Around the post — end-to-end — back-to-back — in multiples, or singles — effective for 
feature specials or an entire shoe department, 














SEEN 
FINISHES [ icine 
Choice of tan, | | 8 yl 
brown, gray or MN, 
off-white, stipple ‘Tr ye 


finish lacquer. 









ff: AND 
( = eee: © : | 
os a ’ Size: 1 
Excellent for women’s - x 
blouses, sweaters, scarfs, ~ op tie 
lingerie, etc.—also for ay 
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men’s and boy’s shirts, shorts, underwear, sox, 


sport shirts and sweaters. except 


wood. 


No. $S- 


FUNCTIONAL 
BIN SECTIONS 
V2" pine stock — 
stipple finish (see 
‘‘Finishes’’.) Size: 


10/2" wide x 6” 

high x 14!/2"" deep 

—one-sided. 

No. $S-2731 
Each...... $2.75 

Two-sided — same 

size except 11°’ 

wide. 

No. $$-2732 


Almost unlimited uses 


high x 20” long — '/2"° wh 
finish (see ‘‘Finishes”’.) 
No. $$-2733 


COMPANY 
521 SO. WABASH AVENUE 


CHICAGO 5. 


ap 
7 


ed haa || YF 
ae. er, 
— ~ ~ IWO-TIER COUNTER 


FUNCTIONAL SHOE 
AND SLIPPER FLOOR 
DISPLAY 


Thirty shoes in two sq. 
ft. floor space! Size: 
27’ wide x 12'/2"’ deep 
x 5’ high overall (ex- 
cept store’s card-hold- 
er). White pine stock 
throughout — 34’ except 
back, of wallboard. 
Specify whether for 
regular or heel-less 
shoes and slippers — 
rods, placed according- 
ly. Stipple finish (see 
‘‘Finishes’’.) 

No. $$-2729 Ea. $23.50 





1 
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TABLE TOP BIN 
SECTION 
O'n" wide x 12” 
24° deep overall. 
r— 5" high x 14” 
ottom tier — 6” high 
deep. White pine 
sides, of '4"' ply- 
Stipple finish (see 


"'Finishes’’.) 


2730 Each. . .$6.25 


INDIVIDUAL DIVIDERS 
Size: 3'' wide x 5’ 


ite pine —stipple 


Each......$2.00 


ILLINOIS 
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No. $S-2729 
Functional shoe 
and slipper 
floor display. 























No. $$-2730 


Functional, -two-ti¢ 
counter and table 
top bin section. 


No. $S-2732 


Functional, two; 
sided, bin section 
for show case 
counter and 
table-tops. 


No. $S-2731 


Functional, on¢ 
sided, bin sectia 
for show casé¢ 
counter and tablée 
tops. 








No. $S-2733 


Individual dividers 
for counter, table and 
show case tops. 


A HANDLING CHARGE OF 50c IS 
MADE ON ORDERS UNDER $5.00 
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J.A.D. News... 








seventeen months ago I was ap- 
President Ray W. Parks to act 


Nearly 
pointed by 
as director of the publicity department of 
the International Association of Display. It 
was Parks’ specific purpose that the I. A. D. 
publicity be brought to the highest point of 
service to our membership, to the National 


Association of Display Industries, to the 
profession as a whole and to each of its 
elements individually. 

The purposes of our department to date 
have been accomplished in even fuller meas- 
This is due to the 
every 
com- 


ure than we had hoped. 
cordial response to our readers in 
effort at betterment and in the full, 
plete and harmonious cooperation and sup- 
port of every member on our publicity com- 
mittee. 

To the various publications which have 
so richly earned the highest praise, we feel 
it our duty to express our appreciation in 
behalf of the I. A. D. for the opportunities 
we have enjoyed and in the generous way 
they have turned over their pages to our 
publicity material. As publicity chairman, I 
am happy personally to pay respectful trib- 
ute to the following editors and publishers : 
R. C. Kash, editor of DISPLAY WORLD, 
whose faithful service is the crystallization 
of a vast accomplishment contributed by 
DISPLAY WORLD, whose influence has 
figured enormously in the betterment of the 
I. A. D. and the display industry; Arthur I. 
Boreman, publisher of the Dry Goods Jour- 
nal, who has permitted the writer to release 
through the pages of his worthy publication 
the life stories of I. A. D. officers, directors, 
and some of the country’s nationally known 
department store executives; D. Allyn Gar- 
ber, editor of Department Store Economist, 
who has given countless inches of space and 
for the past six months has been conduct- 
ing the “Window of the Month” page in 
collaboration with the I. A. D.; William 
Segal, publisher of Men’s Apparel Reporter, 
whose joint sponsoring of the national “Fa- 
ther’s Day” window contest helped to step 
up the prestige of the I. A. D.; E. F. Hub- 
bard, managing editor of Hat Life; J. G. 
Taylor Spink, publisher of Sporting Goods 
Dealer; Ames A. Castle, editor of Sports 
Age; Miss Irene Bender, publicity director 
of the American Merchandising Corpora- 
tion, and Miss Peggy Schroeder, editor of 
Retail Market News. They have all con- 
tributed space regularly for the publicity 
material released to them each month. 

It might be interesting to let the members 
of the I. A. D. and the profession at large 
know just how much publicity has found its 


way into more than ten publications. From 
August, 1942, to June 25, 1943, our publicity 
reached more than 70,000 readers each 


month. This is an_ excellent coverage. 
Never before has the I. A. D. received such 
valuable advertising at no cost to the or- 
ganization. Due to wartime restrictions 
laid down by the government for publishers 








By C. H. FADEM LARA: RNR A eR A 


Publicity Director 


to abide by, we have been instructed to cut 
our publicity material. Up to date, we are 


reaching 50,000 readers monthly. Keeping 
the I. A. D. before the above amount of 
readers month in and month out builds 
prestige, confidence and goodwill. More 


than 3,000 letters were mailed from this of- 
fice to displaymen throughout the country, 
acquainting them with the fine work the 
I. A. D. is doing, and with the importance 
of display as an organization seeking to 
hold its prominent place in the scheme of 
retailing. This resulted in the enlistment 
of many new members. 

More than fifteen of the nation’s top rank- 
ing department store executives were con- 
tacted for their opinions regarding display 
as an important factor in today’s retailing, 
and also of the part display is playing in 
this momentous war effort program. Their 
very fine letters of praise for the displaymen 
and the I. A. D. have been widely publicized. 

A total of 3,000 letters was mailed to 
department store executives, retail mer- 
chants, advertising club officials, chambers 
of commerce, newspapers, national advertis- 
ers, display clubs and numerous trade pub- 
lications. Fourteen thousand educational 
bulletins have been mailed to members and 
nonmembers of the I. A. D. These educa- 
tional bulletins were sponsored in collab- 
oration with the following firms: The Sher- 
win-Williams Company, The General Elec- 
tric Company, Korrect-Way Display Prod- 
ucts, The Jas. B. Williams Company, The 
Central Electrotype Company, and The Chi- 
cago Cardboard Company. 


Here is an interesting letter from D. A. 
Garber, editor of the Department Store 
Economist : 

“T have just received a letter which sorta’ 
got close to my heart and I decided to do 
whatever I could about it. It is purely a 
matter of sentiment, trying to help a boy in 
service; on the other hand, it is a very 
practical bit of help to worthy people in the 
war zone. 

“A young man in Algiers (Military Intel- 
ligence) writes that among the many friends 
he has made with the French in Algiers, 
men in the department. store 
shop busivess. Most of 
establishments have been damaged by 

Now that the war has moved to 
territory, plans are being made to 
put in new fronts, etc. He asks if we can 
send some pictures of modern fronts and 
windows. I do not know the source of such 
pictures and thought you might be able to 
help me. I did think that I might get him 
a store front book from the Pittsburgh Plate 
know of any 


several are 
and dress these 
bombs. 


other 


Glass 


other ?” 


Company. Do you 


The increasing number of requests for the 
replacements service, as announced in the 
two previous issues of DISPLAY WORLD, 





is evidence that this service has long been 
needed. Designed for the purposes of build- 
ing prestige, unity and cooperation, ’dis- 
pladies,” displaymen, showcard and_ sign 
men have an opportunity to find positions 


that might better suit their ambitions. Em- 
ployers large and small will find in this 


personnel bureau service a solution to their 
help problems. There is no charge for the 


service. You do not have to be a member 
of the I. A. D. and you do not have to join 
the I. A. D. in order to receive this privi- 


lege and courtesy. It might be interesting 
to learn that we do not suggest or dictate 
salaries, have no connections with union 
groups and are free from employment agen- 
cies. The Cleveland Display Club has 
turned over to the I. A. D. 1,000 experience 
record blanks for those wishing to list their 
names with the managing director's office. 
Send in for your blank today. Because of 
the hundreds of display people now in the 
armed forces, employers have many vacan- 
cies open. Act now! Today! 

E. A. Osterland, display director for 
Wm. Taylor & Sons was recently reelected 
president of the Cleveland Display Club for 
the fifth consecutive term. Other members 
reelected to office are: C. H. Fadem, secre- 
tary and treasurer; Jack Zealor, vice-presi- 
dent; Colin Darragh, Richard Fenton, Fred 
Engel, ta the board of directors. The 
writer was successful in obtaining a paid-up 


membership for the duration of the war 
for all Cleveland Display Club members 
who are now in the armed forces. Thirty- 


three such members of the club are in the 
service. 


Dave Estes, recently elected president of 
the St. Louis Display Guild, is going to do 
a little traveling. He has taken over su- 
pervision of the Bond Stores’ display win- 
dows in Memphis and Birmingham. This 
will allow him about ten days each month 
away trom regular routine. Honors for St. 
Louis’ outstanding windows of the month 
go to Syl Rieser, Stix, Baer & Fuller, and 
Orville Liston of Jaccard’s. The local club’s 
annual Hallowe'en party was a huge suc- 
cess. 

Also in St. Louis, John Doran and his 
committee experienced a busy month super- 
vising and installing displays and window 
posters in the Wac drive for recruits, in 
decorating the USO headquarters and the 
campaign for the War Chest. 


Lothar F. Dittmar, display manager of 
D. M. Read & Co., Bridgeport, Conn., has 
resigned his position to become retail stores 
designer for the Goodyear Tire & 
board 


display 
Rubber Company, Akron. He is a 
member of the I. A. D. 


Since the writer does not go in for crystal- 
predictions based on subjective 
[Continued on page 30] 


gazing or 
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He may be the representative of any one of the reputable companies listed 
below. . . . You need every aid you can obtain in times such as these to operate 


rty- he gets around, and it’s his business to help you on your display problems, and 
the ° ° an? “ ’ i ° - 
to keep you posted on everything new in the industry. Whether it be helpful 
suggestions on the maintenance of your display units, or merely to pass on a 
t ol 
» do 
iad * * * 
vin- 


This Members of the 
— NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 


onth Adler-Jones Company ... American Fixture & Mig. Co. ... Bliss Display Corp... . 
and Bulkley, Dunton & Co. ... L. J. Charrot Co. ... Crystal Fixture Co. ... L. A. Darling 
ub’s Company .. . Dazian’s, Inc. . . . Decorative Plant Co. . . . Display Equipment Corp. 
suc- ... Harve Ferrill & Co. . .. Gardner Displays Co. . . . Garrison Wagner Co... . 
Earl W. Gasthoff Co. ... Greggory, Inc. ... The Greneker Corp. ... Victor Haida... 
B. A. lacdbs Co: < ... 4 \. Lutz... Maharam Fabric Corp. ... Mechanical Man, Inc... . 
Mileo Mannequins .. . Old King Cole, Inc. . . . Reflector Hardware Corp. . . . Schack’s, 
Inc. ... Scheuer Art Metal Mfg. Co... . Sherman Paper Products Corp. ... Nat Siegel 
dow Fixture Co. ... Silvestri Art Mfg. Co... . Standard Fixture Co., Inc. . . . Staples-Smith 

in Co.... W. L.-Stensgaard & Associates ... Jas. B. Williams, Inc. . . . Display World, 
the Associate Member. 
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Here And There 


children's figures, interesting 
enough in themselves because of their hu- 


Groups of 


man interest appeal, take on added attrac- 
tion when the posing is given sufficient 
attention and time to secure a completely 
natural arrangement. Joe Vent, Rike-Kum- 
ler Company, Dayton, this 
pletely in the display first illustrated. From 
the boy peering into the chest at the right 


secures com- 


to the girl standing pensively at the left, 
The dis- 
play serves a double purpose by permitting 
furniture 


the posing is extremely life-like. 
the presentation of the bedroom 
and sleeping apparel. 

The window shown at the upper right 
is also the work of Joe Vent, for Rike’s 
mid-winter sale of linens and beddings. The 
familiar linen-closet has been given a touch 
of the The dark 


blue background has cut-out snowflakes for 


“super” for the occasion. 


a decoration. 

The neat and attractive display of small 
housewares is usually difficult, and so is 
obtaining an effect of harmony throughout 
such a department. Down in Nashville at 
the Harvey Company, Del LeSage achieved 


both objectives by redoing the entire house- 
hold section in French Provincial style, as 
pictured at the lower left. The valance trim 
Mediterranean green, and all 
shelving and backwalls are done in white. 
Complete indirect lighting is furnished for 
each display table, and every post on the 
floor—eighteen in all—is treated as shown 
in the photograph. Above the canopy of 


is done in 


each table the column is finished in wall- 
paper—the same material LeSage uses so 
extensively for both window and _ interior 


The sides of display tables in the 
finished in Medi- 
green to match the valances. 


display. 
housewares 
terranean 


section are 


—The top two displays are the work of Joe 
Vent, Rike-Kumler Company, Dayton, char- 
acterized by his usual meticulous attention to 
details and clever grouping of figures... . 
At the lower left, a view of the household 
goods section at Harvey's, Nashville, where 
Del LeSage has redone the department in 
French Provincial style. . . . Lower right, a 
novel setting by Richard and Lolita Staines, 
Vandever's, Tulsa, for ‘Headline Red''— 


The Vandever Dry Goods Company, 
Tulsa, used the display seen in the photo- 
graph at the lower right as a fashion set- 
ting to introduce “Headline Red” in ready- 
to-wear and make-up as sponsored by Dor- 
othy Gray. The title of the promotion 
appears in script across the scroll at the 
front of the window. The novel screen 
across the background was of wood, fin- 
ished in a light brown shade. The wooden 


discs had a flock finish. 





New Sound Effects 
For Display 

Thomas J. Valentino, Inc., 1600 Broad- 
way, New York City, has announced the 
issue of ten new sides of sound effect rec- 
for the display field. Music boxes, 
carousels, Christmas bells, and 
railroad sounds all figure in the company’s 
library of sound effect records which are 
used by several hundred department stores 
when correlating displays with sound ef- 
fects. Complete details are available from 
the address given above. 


ords 
calliopes, 


iy Yray Headline Red 
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* Here’s how you—yes, YOU—can carry out a 
smashing “pincer movement” against the Axis. Swing 
in on one flank with increased production of war goods! 
Drive in on the other with redoubled purchases of 


War Bonds through your Pay-Roll Savings Plan! 

You’re an officer in both of these drives. Your per- 
sonal leadership is equally vital to both. But have you 
followed the progress of your Pay-Roll Savings Plan 
as closely as you have your production? 

Do you know about the new Treasury Department 
quotas for the current Pay-Roll Allotment Drive? 
Quotas running about 50° 6 above the former figures? You 
see, these new quotas are based on the fact that the 
armed forces need more money than ever to win the 
war, while the average worker has more money than 
ever before to spend. Particularly so, on a family in- 
come basis—since in so many families several members 
are working, now. 

Remember, the bond charts of today are the sales 
curves of tomorrow! Not only will these War Bonds 
implement our victory —they ll guard against inflation, 
and they'll furnish billions of dollars of purchasing 
power to help American business re-establish itself in 
the markets of peace. 

So get this new family income plan working at once. 
Your local War Finance Committee will give you all 
the details of the new plan. Act today! 


This advertisement prepared under the auspices of the War 
Advertising Council and the U. S. Treasury Department. 


LET’S KEEP ON Backing the Attack! 


This Space is a Contribution to America’s All-Out War Effort by 


DISPLAY WORLD 
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Display Merchandising... 


By De RS A SA 














—This post decoration is 
in the form of an oval 
panel with a deep paper 
ruffle; it is easily made at 
little cost. The paper for 
the pleated ruffle should 
be heavy enough to hold 
its shape. The wording 
"January Sale" is cut from 
heavy cardboard and 
mounted on small wood- 
blocks or corks so that the 
letters stand out from the 
background for added ef- 
fect— 








—This is another in a series of interior shelf treat- 

ments for use on top of tables or counters. The 

simple line decoration, the pleasing contour of the 

design, and the use of two harmonizing colors make 

the setting attractive as well as functional. It can 
be used for self-selection or for spot selling— 





—These displayers are suggested as novel fixtures, 
affording the versatile displayman an opportunity 
to mix whimsicality with practicality. The drawings 
show very simple display benches in the form of 
animals. The ears can be of scrap leather or 
paper. These units are especially well adapted 
to use in children's departments or for window dis- 
plays involving such merchandise— 














—In making display props it is possible to obtain 
a pleasing decorative note by using heavy pillow 
cord as a lacing. In the example pictured here is 
shown how the cord can be used as the hinge on a 
large screen, as corner binding on a box pedestal, 
and as a purely decorative effect on a frame— 
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Interesting Display Setting 
Is Basis For Murder Mystery 


As mentioned in last month’s DISPLAY 


WORLD, Phillis Whitney, Chicago author, | 


has written a book called “Red Is For Mur- 
der” which has just been released. 

As a mystery, “Red Is For Murder” is 
just so-so, neither good nor bad. But dis- 


playmen will read it with keen interest, if | 


only because the story is based almost en- 
tirely around the display department of a 
fictitious department store in Chicago. As 
a matter of fact, the murdered man is the 
store’s display manager, the heroine seems 
to be a mixture of sign writer-copy writer- 
displayman-stylist, and the hero is no less 
than the owner of a company producing 
display materials. Incidentally, one scene 
is laid in the latter’s factory and, judging 
by the description, the author must have got 
her setting from a visit to the well-known 
Chicago display firm of Silvestri Art Manu- 
facturing Company. The author acknowl- 
edges the services of Reed Schlademan, as- 
sistant to Sam Blum, who is display direc- 
tor of The Fair Store, Chicago, for his 
help with the technical display phases dis- 
cussed. 

While there are a great many improbable 
situations in the book, those interested in 
display will read it with close attention 
because of its setting. 





Simplicity Pattern Issues 
Display Idea Folder 

A group of suggested window, counter 
and department displays is presented in 
“Patterns for Presents,’ a sales promotion 
calendar just issued by Simplicity Pattern 
Company. The portfolio includes methods 
of displaying patterns, a diagram for spe- 
cial island displays of gifts that can be 
made at home, and counter cards to tie-in 
with national advertising. 





Boston Stores Are Cautioned 
On Inflammable Display Materials 


Boston has been intensely fire-conscious 
ever since its disastrous night-club holo- 
caust, and the city’s fire chief has just re- 
leased a warning to retailers that recent 
tests made for department stores on Christ- 
mas display materials show that many 
flameproofing preparations do not pass local 
regulations. All Boston stores are asked 
to submit flameproofing agents to the fire 
department for approval before use. 





“Sew And Save" Dates 
Are Set For 1944 

The National Needlecraft Bureau, Inc., 
New York City, has selected the week of 
February 19-26 as “Sew and Save” week. 
It is announced that the organization's an- 
nual display contest will be held as usual 
during that time, with substantial prizes for 
winners. 





Garfinkel Rejoins 
Kansas City Store 


After a short time at Sakowitz Brothers, 








DISPLAY WORLD 27 





Accent GOLOR 


in Your Displays 


... with CRYSTAL BEADS 
DIAMOND DUST 
GLASS TINSELS 


* 
* * 
* * 
* * 


If you wish to step up your displays with an extra punch 
. .. if they lack that certain eye appeal so necessary for 
attractive decoration . . . we believe the answer lies in 
GLASS TINSELS available in Silver, Gold, Red, Blue, Green 
and Black . . . these can be applied to any surface and 
make it come alive with color and light . . . DIAMOND 
DUST and CRYSTAL BEADS can be sprinkled over any 
color, reflecting the color they cover and adding sparkling 
beauty .. . this extra effect will improve the appearance 
of your displays and create added attraction and interest. 


Send for samples and full information on 
these Sparkling Display Materials NOW. 


* 9 * 
* * 
* * 
* 


EDWARD C. BALLOU CO. 


6 VARICK STREET NEW YORK 13, N. Y. 











Houston, Harry Garfinkel has returned to | 


the George B. Peck Company, Kansas City, 
as display director. He was with Peck’s for 
severa! years before joining Sakowitz 
Brothers. 





WOOD FLAKES 
KUBES—CHIPS—WHITE SAND 
WHITE STONES—CORK 


All Colors—Prompt Shipments 
Colorful—Decorative—Inexpensive 
Used by leading stores—no priorities needed 

Send for Catalogue and Free Samples 


NATIONAL SAWDUST CO., INC. 


Display Dept. 
65 N. Sixth St. Brooklyn, N. Y. 












RIBBONS 
by 
TAFFEL 


Send for Free Booklet 
TAFFEL BROS., INC. 


95 Madison Ave., New York 

















PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS 
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Utility Display Keeps In Step 
































—Utilities continue to do the fine job for the war effort which they 
started with Pearl Harbor. These six displays are from member utilities 
of the Commonwealth-Southern Corporation, for which George W. Wes- 
terman, Jackson, Mich., heads display. The three windows seen in the 
left column are all the work of J. W. Hoogerhyde, display manager 
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Paul von Hindenburg-WARN ) 








for the Ohio Edison Company, Akron. The top display in the right 
hand column is by D. L. Wells, Georgia Power Company, Atlanta. 
J. W. Hoogerhyde did the next window, and the final display is the 
work of C. M. Griffin, Ohio Edison Company, Youngstown, to back the 


drive for women in war work— 











NOVEMBER, 1943 


News Notes 
From London 


From our correspondent in London comes | 


the following survey of happenings in Eng- 
lish display: 

“After considerable preliminary work on 
the part of ‘Display,’ the English publica- 
tion on this subject, it has been decided to 
hold a get-together meeting of displaymen 
and women on October 20 to discuss the 
formation of a national display organiza- 
tion. A good attendance is expected for 
the meeting, with the possibility that rep- 
resentatives from the provinces will out- 
number those from London itself. A number 
of men in service have signified their inten- 
tion to attend, war conditions permitting. 
The need for an organization of this type 
has been felt for some time. 

“London windows during August probably 
touched a new low from the point of view 
of originality. This was partly due to the 
between-season atmosphere, and, on the 
whole, stores are not entirely to blame if 
the drastic shortage of materials is begin- 
ning to show ‘out front.’ Merchandising, 
too, has lost that air of novelty with 50 per 
cent of the stores showing duplicate goods. 
Alas, one of the foremost London stores has 
gone over to drapes and vases of flowers as 
merchandise background; it seems likely 
that others will follow suit before the war 
ends. 

“There is a distinct tendency in the West 
End these days to return to the material 
drape of yester-year as a feature with fash- 
ion merchandise. This is a step backward 
instead of forward, of course. English dis- 
play managers who travelled abroad before 


the war recall that even as long ago as 1935 | 


continental and American stores had gone 





in for more dramatic and virile types of | 
fashion presentation. In fact, several of | 


the more progressive provincial stores have 
abandoned the drape and vase of flowers 
idea as being out-moded for many years— 
which makes the current trend all the more 


deplorable. Maybe it is a ‘wartime emer- 
gency’ idea, but until peace returns we 
can't judge. Meantime, we content our- 


selves with looking forward eagerly to post- 
war displays that are sure to set new high 
standards.” 





Moriarity Wins 
Local Contest 

First prize, a $50 War Bond, has been 
presented by the Dallas Kiwanis club to 
R. E. Moriarity of Sanger Brothers for a 
window display he created for a local con 
test sponsored by the club. The displays 
competing were based on the theme: “Keep 
America American.” Second prize, a $25 
Bond, was awarded to Smitten Robey, Volk 
Brothers. There were eleven entries in the 
contest. 





Life-Size Santa Claus 
In Three Sizes 

A cut-out Santa Claus lithographed in 
eight colors is being distributed by Hanick’s 
Display Center of Philadelphia, Eighth and 
Locust streets, Philadelphia. It comes in 
three sizes, 62-inch or life-size, 22-inch and 
12-inch. 


| 


| 
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THE PERFECT SETTING FOR YOUR "POST-HOLIDAY" DISPLAYS 
BY 


DISPLAY MATERIALS 








| | 
' | 
| 


NO. X4011 WINTER PANORAMA 
SIZE: 40 IN. WIDE, 20 FT. LONG. PROCESSED IN DEEP BLUE AND TURQUOIS! 
ON WHITE REYTRIM. A MOST EFFECTIVE COVERING, TOO, FOR USE IN DANCE 
HALLS, DINING ROOMS, ETC. PER ROLL $3.50 
“IT’S SO EASY TO USE — JUST TACK IT IN PLACE” 
@ BUY IT FROM YOUR WHOLESALER @ 


THE REYBURN MANUFACTURING CO., INC. 


PHILADELPHIA 32, PA. 
SHOWROOMS: 1100 SO. WABASH AVE., CHICAGO — 8 W. 36th ST.. NEW YORK 











USE 


LAUREL ROPING 


FOR YOUR 


STORE and WINDOW 
HOLIDAY DECORATIONS 


HEAVY GRADE, MADE ON HEAVY CORD 


Suitable for Store or Street Decorations 


Express Per yard $ .12 Order 
shipments 250 yards, per yard 11 from this 
only 500 vards, per yard 10 ad 
1,000 yards or over, per yard .09 


WREATHS Made of Laurel, Hemlock or Pine 
45c to $1.10 as to Size and Quantity 


Write for Price List 


We also manufacture Hemlock and Pine Roping. 
Prices about 30% higher than the Laurel Roping. 


CAROLINA FOLIAGE COMPANY 


MOUNT AIRY NORTH CAROLINA 

















Title Registered U. S. Patent Office 


Combined with 
MERCHANTS RECORD AND SHOW WINDOW 


Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 


H. C. MENEFEE, President. 
NATHAN SILVERBLATT, Secretary 
R. C. KASH, Editor. 





OUR PLATFORM 
1. The Promotion of Display. 


2. More Display Cooperation by Manufacturer 
and Merchant. 


3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Greater Appreciation of Display's Power in 
Merchandising. 

6. Absolute 
Columns. 


Our = Editorial 


Independence of 


VOL. XLII] NOVEMBER, 1943 No. 5 


Editorial 
Potpourri 


It seems more to 
warn retailers and displaymen that unless 
there is better national compliance with the 
brownout request it is quite likely that just 
as stringent or even harsher measures may 
be put in force by edict. Hints are becoming 
more frequent that this may be done unless 
stores voluntarily curtail their use of elec- 
tricity in with the request. It 
is noticeable that the chief offenders among 
retailers are not the big department stores 
shops, but the 


opportune once 


accordance 


or specialty smaller stores 
and—to quote letter 
“chain drug stores and chain stores in gen 
eral.” In New York City, where the coastal 
dimout was in effect for some time and was 
lifted only recently, displaymen are quoted 
as saying that they prefer the dimout to 
the brownout—that it was easier to attract 
shoppers to displays under the former regu- 
lations. 
Fifth Association, 
that “we are than willing to 
daytime lighting to get the benefit of two 
hours of important night illumination.” 
Displaymen who can remember ‘way 


from an observer's 


The executive vice-president of the 
stated 


forego 


Avenue however, 


more 


back (all of two years ago) when cork was 


used so extensively in display will be en- 
couraged to learn that some of the restric 
tions on its use are to be lifted and hence 
first materials to be 
eliminated because of the war probably will 
soon be available again. Stocks of cork in 
the United States are more than sufficient 
to meet current requirements, and it is felt 


one of the display 


that a portion of government stocks should 
channels. 
This marks the closing phase of a typical 
war cycle in a critical war material. First, 
the initial shortage followed by restrictions ; 
then an 


be liquidated through industry 


the obtaining of a sufficient supply; 
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excess of stock due to military successes (in 


this particular case the clearing of the 
Mediterranean area, this country’s chief 
source of cork, of enemy influence), and 


finally the liquidation of surplus 
stock at a minimum cost to government and 
industry. 

... With so many display positions going 
begging, displaymen in = many 
practically take their choice of jobs. But 
some of them who leap at openings which 


orderly 


cases Can 


seem tops in every respect may be in for 
disappointment later. There are many fac- 
tors which should be given very careful 


contemplating a 
to men- 
tion only two of them, is there someone in 
service who will have first call on the job 
if the war ends i receives an 
honorable discharge for any reason? And 
are the nice salary and other benefits of the 
new job natural, or are they artificial—the 
result of pressure because of the manpower 


consideration by 
change to a “better” job in display ; 


anyone 


soon or if he 


shortage? . 


Chicago Club Considers 
Constitution Changes 
Members of the 
met at the Hotel 
November 8 to 
the organization's 
Harriet 
sang tor the 


Chicago Display Club 
Sherman the night of 
several important 
constitution. 
Norris, 


and 


discuss 
changes in 
\fter the 
club. star, 
reireshments 


business session, 


night group, 
were served. 


Some Stores Plan Curtailment 


Of Merchandise Displays 

Several well-known New York stores plan 
their use of merchan- 
aiter Thanksgiv- 
ing, to continue through the holiday season. 
The two-fold: 
the shortage of luxury items, and to aid the 
government in controlling inflationary buy- 
ing. 


a great decrease in 


dise displays immediately 
because of 


reason given is 


Hallowe'en Party 
For St. Louis Club 


friends of the St. 
lay night, October 


Members and Louis 


Display Guild met Satur 


30, at the Forest Park hotel for a Hallow- 
een party. ‘Lhe program featured music, 
entertainment, and a buffet supper. 








NO MARKET WEEKS 


Many displaymen are under the im- 
pression that a Display Market Week 
will be held in either Chicago or New 
York City, or both, some time during 
December. This is not true. Neither 
city will hold a Display Market Week 
during December. At the meeting of 
the National Association of Display 
Industries in New York on December 
5 a report will be submitted to the 
group by W. L. Stensgaard, chairman 
of the N. A. D. I. exhibits committee, 
after which action probably will be 
taken by the association as to future 
Market Weeks. In the meantime, no 
Display Market Weeks will be held in 
either New York City or Chicago 
during December. 
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Mannequin Repair Studio 
Moves To Larger Location 

The mannequin repair studio of Everett 
M. Bridge has been moved to larger quar- 
ters at 991 Main street, Buffalo, in order 
to handle more work. Irwin Culver, one of 
the best known “old-timers” in display, has 


been with the firm for the past seven 
months. 
Eugene Jacobson 
To Enter Army 

More than 75 employees of the Facil 
Fabrics Company, New York City, will 


gather to pay tribute to Eugene Jacobson 
who joins the U. S. Army this month. 

Jack Gruber, partner in the firm who has 
been in charge of factory and production, 
will take over sales and management. He 
will also supervise planning and creation of 
the “Facil-Fab” products. 


Early Christmas Displays 
Approved For Detroit 

As the result of an agreement among De- 
troit merchants, Christmas displays and ad- 
vertising campaigns got under way on 
November &. 
1. A. D. NEWS 


[Continued from page 22 


thinking, here is one forecast for the rec- 


ords: After the war, display will find a 
new high in the scheme of retailing and 
will definitely establish itself as one of 


the greatest avenues of “silent selling.” 


Let's hope the displayman marks time and 


keeps abreast with this kaleidoscopic 
change. 

The second annual Christmas contest ot 
the I. A. D. will be conducted this year. 


You may enter one or more photographs of 
windows or interiors on Christmas 
This contest is open to the 
profession. It is not con- 
ducted for, nor is it limited to, I. A. D. 
members. It 1s open to all. Size of firm or 
city or elaborate surroundings will make no 
difference in the judging, which will be 
based on neatness, design, and arrangement. 
Engraved certificates will be awarded as 
first, second and third prizes in three popu- 
lation groups: cities of 50,000 and under; 
cities of 50,000 to 100,000; cities of 100,000 
population and over. The contest opens 
December 1 and closes January 10, 1944. 
Enter your photographs and win national 
recognition for yourself and your firm. The 
last year more than 200 
make a date for 


your 
Bonds or gifts. 
entire display 


more the merrier 
persons competed, so 


Christmas. 


The toundation for activities 
must be laid now and should be in readiness 
to be executed at the time it will be needed 
The [. A. D. is open for ideas and 
suggestions from individuals. President 
Ray W. Parks will personal 
award, a $25 War Bond to the person who 
mails in the best used 
in our postwar program and operation. This 
Your thoughts and 


postwar 


most. 
give, as a 


selected idea to be 


is an open invitation. 

ideas are needed now to build for action 
later. Our greatest task lies just ahead. 
Your suggestions will be most. gratefully 


received. 
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Dittmar Joins Goodyear; 
To Design Store Windows 

After more than a decade as display man- 
ager for D. M. Read Company, Bridgeport, 
Conn., Lothar F. Dittmar has resigned in 


| 


| 
| 
| 
| 


order to become designer of retail store | 
windows for the Goodyear Tire & Rubber | 
Company. His headquarters will be at 


Akron. 


Dittmar, who is a member of the board of 





—Lothar Dittmar— 


directors of the International Association of | 
Display, entered display as a helper at R. H. | 


Macy & Co., New York City, and at various 
times has been in charge of display for the 
National Cash Register Company, and The 
Rike-Kumler Company, both of Dayton; 
Browning-King, Cincinnati; the Union 
Company, Columbus, and Ernst Kern & Co., 
Detroit. 

He is succeeded at Read's by Eugene 
Supple, who has been with the firm for the 
past twenty-five vears. 


New Book On Lettering 
ls Fine Contribution 


Paul Carlyle and Guy Oring, authors of | 
“Layout and Letterheads,” “Learning to | 


Letter,” and “Design and Decoration,” have 
produced a new textbook entitled “Letters 
and Lettering’ which is a worthwhile con- 
tribution to this subject. 

Spirally bound to open flat, the book has 


159 pages and is replete with plates of the | 


smartest alphabets in commercial art. It 
contains plenty of ideas and_ illustrations 
for special lettering, including designs simu- 
lating ribbons, lace, fabrics, and special ef- 
fects such as ice, snow, rain, fire and the 
like. The book is very much out of the 
ordinary in every respect. It is published 
by McGraw-Hill Book Company, 330 West 
42nd street, New York City, at $4. 


Coastal Dimouts End; 
Brownout Warning Issued 


Although dimout restrictions were lifted 
trom coastal areas on November 1, war 
agencies were prompt to warn merchants 
and others that this would not justify them 
in ignoring the War Production 
request for a brownout throughout the coun- 


Joard’s 


try. The warning was backed up by the 
statement that unless voluntary cooperation 
is given, the requested restrictions could be 
made compulsory. So far the brownout has 
not been particularly successful, as reported 
in the October issue of DISPLAY WORLD. 
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¢ Colors Available 


See Your Dealer 







Chicago Cardboard Company 
666 Washington Blvd. Chicago, III. 


























MANNEQUINS 
+ MILEO 


Designed and Created 


F | by 
| ARTISTS 
| Experience Proves 


} SELL 


Merchandise 






Come in or write 
for photographs. 


P. C. MILEO 


7 WEST 36th ST. 
NEW YORK, N. Y. 


Just off Fifth Avenue 


/ 
UY 105 Jr. 








Latest Stlle WIGS 


ALL TYPES—FOR MANNEQUINS 
Also Complete Line of Wiggers Supplies 


AT POPULAR PRICES 
ARRANJAYS WIG CO., New Youn city 


Telephone Chelsea 3-834] 














IN WAR OR PEACE, 


Christmas 
IS ALWAYS 


in the hearts and minds of men. 









That is why our holiday displays 
and decorations are created with a 
feeling of joy and beauty. 


The unusually heavy demands upon 
us have taxed our facilities, but we 
are cheerfully “doing our best’ to 
satisfy the needs of our many cus- 
tomers throughout the nation. 
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Color For Self-Selection Cards 


Should color be used on_ self-selection 
cards? If so, what colors? 

This is a question that constantly rears 
its head and torments the progressive plan- 
ner of self-selection showcards. 

The answer is yes—and no. 

It is “yes” if the 
readability of the showcard. 
“pretty” effect is achieved. 

It is generally agreed that a self-selection 
card is a salesman—it must sell. The prob- 
lem, then, evolves into salesman- 
ship, of using color to make the salesman 
pleasing to the eye and taste of the cus- 
tomer. To do this the must be in 
harmonious contrast with each other and in 
sharp, but not shocking, contrast with the 

The important point to keep 
that the first requisite of the 
effective showcard is readability. 

Swit, readability is aided im- 
mensely by judicious choice of color, if all 
clean-cut let- 
effective copy and layout are equal. 


used aid the 
“No,” if only a 


colors 


one of 


colors 


background. 
in mind is 


clear 


other considerations such as 
tering, 
This is done by obtaining contrast. It is 
understand that the greater the 
contrast, the will the message be 


read, but this applies only to 


easy to 
easier 
contrast be- 
tween lettering color and background color. 
Too much color contrast in the lettering 1s 
confusing to the eye. 

That old 
white 


lettering on a 
utmost in contrast. 


stand-by, black 
card, offers the 


Black, according to color experts, is a bold, 


strong, “stationary” color. White is also 
a strong color. 

However, this combination is not ideal 
and much may be said against it as well 
as for it. 

It does supply contrast, it is clean and 


neat, it does have a singular dignity. But 


on the other side of the ledger you must 
mark up the fact that both these colors 
are “cold.” That is, they have not the 


reaction, to 
with red 


ability to definite 


stimulate or 


arouse a 
impart warmth as 
or of cool repose as with green 
It may be argued that arousing such re 
actions is not the function of self-selection 
that they 


the facts pertinent to the merchandise of- 


showeards, should merely impart 
fered. 
right. 
advertising poster artist and you will learn 
about the 


This argument is about 75 per cent 
But speak for a moment to a skilled 
tacts people 


some revealing way 


react to color. He will not be giving you 


theories but psychological facts 


As an example commonly used by color 
reactions, 
Blue is a 
which is “distant.” 
best far-off 
snow-capped mountain peaks. It 
gain “cold” and 
people associate it with such effects. Blue 
brings out in them a “cold” reaction and is 
at its best in such an atmosphere. 

The showcard should, of course, carry all 
the facts pertaining to the 
time it 


pointing out these 
blue is often cited. 
both “cold” 
when 


experts in 
ultramarine 
color and 


It is 
horizons, 


used depicting 


is best used to effects, 


merchandise 
should 


shown, but at the 


same 


By GEORGE W. RAE 
Enterprise Stores, Waltham, Mass. 


create an atmosphere corresponding to the 
thought in the message. Color can make 
or break an otherwise poorly or excellently 
planned card. To obtain the utmost in sales 
appeal for the self-selection card all the fine 
points of color should be weighed. All this 
is not as highly technical as it sounds. The 
one great basic rule of selection with color 
is simplicity. Choose a simple color scheme 
and stick to it throughout the store. 

Black white may have drawbacks 
but they are simple and dignified, and are 
preferable to a helter-skelter, hodge-podge 
of clashing colors. 


and 


The patriotic color scheme, red, white 
and blue, is becoming more and more 


popular. The reasons for this are easy to 
understand. It is a familiar one that is 
both pleasant and stimulating. Red, white 
and blue make a_ pleasant combination 
because it is familiar, being the flag color 
scheme. It obtains a sharp contrast be- 


Famous Character Dolls 
Now Available For Display 

Bernard Ravca, the 
character dolls 
many of 


whose fa- 
been featured 
leading 


Parisian 
mous have 
exhibits at the country’s 
stores during the past few years, recently 
visited DISPLAY WORLD. to 
that in future the dolls will be available on 
a rental display purposes. In 
addition to the wrinkled peasant dolls of 
Normandy, Brittainy, Alsace and Auvergne, 
already obtainable include the 
presidents of the United States, figures from 


announce 


basis for 


ensembles 


American history, figures of the United 
Nations, and Civil and Revolutionary war 
characters. Ravea will also make’ up 


groups to fit any given display theme, but 


























tween the white background and the blue 
and red lettering. More subtly, such a 
color scheme is effective because it creates 
an atmosphere that is helpful to a self- 
selection setup by saying, in effect: 

“You understand why I am here; it’s the 
war, you know. Be patriotic, make your 
own selection and take it to the desk for 
wrapping. We are old friends, you and I; 
you can trust me!” 

In this way the patriotic color scheme by 
its homely familiarity imparts confidence. 
The red on the card lends warmth to the 
blue, the white card has an air of cleanli- 
ness and honesty. 

Whatever your final choice of colors may 
be, if any, plan simply, use the saving grace 
of good taste, study the human reaction to 
color and strive for pleasing contrast. 

Color will help you put over your self- 
selection arrangement if you give it the 
careful consideration it deserves. 


warns that sufficient time must be allowed 
for the necessary work. 

Ravcea at one time had his studio in the 
Montmartre section of Paris, with a group 
of Russian women producing the dolls un- 
der his direction. After the Paris Exposi- 
tion, he sent by the former French 
government to exhibit his creations at the 
French Pavilion at the New York World’s 
Fair. A group of his dolls was exhibited 
in the Quai D’Orsay when the king and 
queen of England visited France in 1938. 

The dolls are made in different 
ways, even especially treated bread crumbs 


Was 


several 


being used for the faces of the smaller ones. 
Ravea West 
114th street, 


may be addressed at 611 


New York City. 


PERE RAS ROTTS 
es 


Bieter ot eri nena cane moe 


oa | a 


—This is a group of famous Ravea character dolls as displayed by Cogswell Cromwell, H. & S. 


Pogue Company, Cincinnati. 


Ravca creates dolls representing every type of individual imagin- 


able, including hillbillies, American Indians, historical figures, and peasant characters. The 
costuming is in perfect harmony with the character portrayed. The dolls are now available on 


a rental basis for display purposes, as explained in the accompanying item— 
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Write For Your Copy 


“DISPLAY FOLIO 
SPRING 1944” 


Leather. 


DISPLAY WORLD 








48" Wide 


For Spring 


Crush grain in an inexpensive substitute for real leather- 
ettes that has the surface characteristics of fine Spanish 
Embossed for depth, highlighted for beauty. 


SPRING COLORS 


M-500—-Rose Pink; M-501—Light Green; M-502—Sky 
Blue; M-503—Light Tan; M-504—Cream; M-505— 
Spanish Yellow; M-506—Maroon; M-507—-Dark Blue; 


M-508—Red; M-509—Dark Green. 


BULKLEY, DUNTON & CO. 


Display Papers Division 
NEW YORK (17)—-295 MADISON AVE. 
CHICAGO (16) — 2625 S. WABASH 
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Additional Notes 
From London 
After the London report appearing else- 


where in this issue was on the press the 


following additional information was_ re- 
ceived. Written in October, the report cov- 
ers London displays for the month of Sep 
tember : 

There was a general tendency last month 
towards better displays, especially amongst 
the chain store groups and stores in the 
lower grade category. 

The trend toward better and more inter- 
esting displays in chain stores has been 
nothing less than revolutionary these last 
five or six vears. Biggest advance in this 
respect has keen shown by Marks and Spen- 
cers Ltd., who have adopted chain store 
system with great success. Another chain 
store to use modern display methods as a 
means of attracting customers is Little- 
wood’s, whose Oxford street (London) 
windows promise great things in the future. 

At Kensington, Barkers’ windows fea- 
tured cream trellis work in the form of 
gates, balconies, etc. These were not com- 
posed of usual criss-cross effect but of 
stamped cut-outs, giving the whole a charm 
ing paper-d’oyle effect. 

Windows were not nearly so crowded as 
when last seen. With a little more in- 
genuity behind the display-idea, they could 
well be developed into some ot London's 
most interesting windows. 

In conjunction with their Portman square 
branch, Daniel Neal Limited ran an unusual 
series of school windows, featuring screens 
on which were drawn amusing sketches of 


school children with captions such = as: 
“School Days Ahead,” “Well Done, Smith 
Minor,” “Bedtime Parade.” The features 
and poses were exceptionally good, but the 
merchandise layout lacked form, particular 
ly at the Portman square branch, where 
little, if any, pinning-up appeared to have 
been done. Excellent use of fencing was 
made at the Kensington store where it gave 
a definite autumnal feeling without being 
obtrusive. 

At Harrods, blue was the predominating 
color with cut-out trees in every window 
giving a seasonable effect, a particularly 
good feature being the fact that different 
species were easily recognizable. 

In common with other stores, Harrods 
featured several windows of expensive toys. 
The ban on such merchandise is_ effective 
from October 1. 

Store showing biggest all-’round improve- 
ment in window presentation was Stagg and 
Russell of Leicester square. Fashion win 
dows were well grouped and displays took 
on freshness that was attraction in itself. 
Several small set pieces painted on wall 
or adjacent to merchandise gave a_ finish- 
ing touch. 

Even with four years of war behind us, 
Galeries Lafayette still manage to give dis- 
plays the French touch that links them with 
the Paris House of same name. Gorgeous 
drapes of prewar elegance are the order 
here with flowers, stuffed birds, and ribbons 
to add to the aire Parisien cultivated by 
this store. 

East of Oxford Circus, Bourne and Hol- 
linsworth greeted September with a_ bridal 


window well up to the high standard of 


previous showings. Bridesmaids were in 
pale blue, the bride being seated on a pale 
blue staircase, an original touch that 
brought well-merited applause from win 
dow-gazers. Royal blue ribbons and white 
net swirled about the walls ending in a 
cluster of silver bells 

Later in the month this display gave way 
to a maternity trock window in the same 
tones, four classical pillars forming a 
background, while on each side wall a large 
stork was painted carrying the clever cap 
tion: “I'll attend to baby, meantime, what 
about your clothes ?” 

Charles Baber Limited, Regent street, had 
their most interesting window yet seen, in 
the form of “service shoe” windows which 
linked up with its theme by showing 
W.A.A.F. shoes on wings, W.R.N.S. shoes 
on crest of a wave, and shoes for A.T.S. en 
glass painted to represent fields. Here is 
a good example of functional display. 

Unusual was small bay window with pile 
ot books surmounted by old-fashioned ink 
pot and quill pen, at foot of which rested 
a pair of shoes. Wording read: “Many 
books have been written on shoes—all ideas 
are incorporated in shoes by Charles 
Baber.” 

Selfridge’s sponsored the autumn touch 
with giant paintings of chrysanthemums in 
glorious bronze and golden hues. Late in 
\ugust Selfridges had a series of superb 
windows featuring tweeds and_ heather; 
great masses of it peeping out of the gar 
ments or lying in clumps on furniture. This 
was a noteworthy example of how the astute 
display manager can overcome shortage of 
display material 








—The reason why you can't get radio tubes is forcefully portrayed by 
this current window and store poster. The sponsor's name—Sylvania 
Electric Products, Inc.—and the trade-mark appear inconspicuously at 
the bottom of the piece. Produced by Forbes, Boston— 
—With the eyes of the public focused on the nation's capital, The 
Mifflin Chemical Company's new counter card plays up this theme in 
connection with the slogan, "The National Rub Down." An interesting 
three-dimensional effect is created when a bottle of the rubbing alcohol 
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at’s New... 
IN POINT-OF-SALE DISPLAY? 


SALT Zi bam e, 


i> oe 


PERFUME 






is placed in the hand of Uncle Sam. Designed, constructed, and litho- 
graphed by the Einson-Freeman Company, Long Island City, N. Y.— 
—Shulton, Inc., New York City, is presenting a new dealer aid to depart- 
ment stores, drug stores, and specialty shops. Its small size is convenient 
for space-crowded counters. Sturdily constructed of heavy cardboard, 
it contains three shelves, has a glass front and slide back. Each shelf 
has twelve indentations to hold a dozen dram bottles of "Old Spice’ 
perfume— 
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Any Way You 
Figure It! 


Only proved superiority can 
account for the enthusiastic 
preference of thousands of the 
country’s leading retailers for 
DISPLAY MANNEQUIN figures. 
Proved superiority in originality 
of form. Proved superiority in 


adaptability and usefulness. 


Proved superiority in economy. 


Write for Photos Today 


| DISPLAY MANNEQUIN, Inc. 
| 257 West 17th Street NEW YORK 


CHICAGO: Smiley & Co., 234 S. Franklin St. 


MONTREAL: Modern Display Fixtures, 
460 St. Catherine St., West. 








No. 901% ENCO SHOE CLIP—Clever, 
new easy way to display prices on men's 
and women's shoes. Easier to attach and 
adjustable to any desired angle. (Actual 
size above) $5.75 per 100. 


MAIL ORDERS INVITED 


‘Metal “Displays (0. of Chicago 


Chicago, Illinois 














30 N. La Salle Street 











Sendforthe 7 AIR BRUSH 
‘A CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 





“In 1891 
we 
made 
the first 
one” 












WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 














ePlease Mention DISPLAY WORLD | 


When Wuiting Advertisers 


DISPLAY WORLD 


L. A. Darling Company Appoints 


Sales Promotion Manager 

Ken Snedecor, who has been in South 
Bend as vice-president of the MacDonald- 
Cook Company, advertising has 
been appointed promotion manager 
for the L. A. Darling Company, with plants 
at Bronson and Coldwater, Mich., according 


agency, 


sales 


to an announcement by Trowbridge Stanley, 
president of that company. The Darling 
Company is one of the world’s largest man 
ufacturers of metal display fixtures, but at 
present is 95 per cent on war production. 
The other 5 per cent is on plastic produc 
non-critical materials. 


tion using 


Government Clamps Down 
On Shipping Containers 

A shortage of new fibre shipping contain- 
approximately 15 per cent below the 
the military, lend and 
civilian requirements has made it necessary 
for the War Production Board to restrict 
the inadequate supply to the most pressing 
uses. Limitation Order L-317, issued in 
October, prohibits the manufacture of cer- 
fibre containers 
counter 


ers, 


demand ot lease, 


unessential 
carry-outs, 


types of 
such as bottle 
display-shippers, and retail gift boxes. It 
also bans entirely the use of new fibre con- 
packing products, in- 
cluding advertising displays, posters, cata 


tain 
boxes. 


tainers for certain 


logues, magazines, etc. 


Cincinnati Displaymen 
Plan War Chest Drive 

In connection the War Chest 
campaign, Cincinnati displaymen met at a 
luncheon at the Cincinnati Club on Novem- 
ber 9 to discuss their part in the program. 


with local 


The meeting was presided over by William 
Arinow, Shillito’s. 


Bassons’ Plant Converted 
For War Production 


Bassons Dummy Products, 57-02 48th 
street, Maspeth, New York City, the firm 
which produced the “Hex-the-Axis” papier 


mache display novelties, has fully converted 


its plant for war production and is now 
manufacturing forms for bullet-proof fuel 
tanks. 


Change Of Position 
For Whitbeck 

Don Whitbeck has resigned his position 
as advertising and display manager for the 
Huntington Dry Goods Company, Hunting- 








ton, W. Va., and has accepted a similar 
post with the Central Store, Inc., Middle- 
town, Ohio. 

COMING UP! 


Thanksgiving Day—November 25. 

National Bill of Rights Week—De- 
cember 8-15. 

Anniversary of Boston Tea Party, 
1773—December 16. 

Pan-American Aviation Day—Decem- 
ber 17. 

Winter Begins—December 22. 

Christmas—December 25. 
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BACK THE ATTACK 
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TIMBERTONE DECORATIVE CO. 
15 WEST 24th ST.; NEW YORK 10, N. Y. 











RAISED 
LETTERS 


A Display Necessity 


Cork Letters 


. 


Poster Board Letters 


Felt Letters 


Mettallo Board Letters 


Corrugated Paper Letters 


EIGHT STYLES TO CHOOSE 
FROM—SIZES FROM 1" TO 9" 


Immediate Delivery 


FELT LETTER STUDIOS 


MANUFACTURERS 
536 S. Wells St., Chicago 7, Ill. 
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N. R. D. G. A. Appoints Harries 


To Sales Promotion Post 

The appointment of Llewellyn Harries as 
manager of the Sales Promotion Division of 
the National Retail Dry Goods Association 
has been announced. He succeeds Richard 
G. Meybohm, who has joined the J. W. 
Robinson Company, Los Angeles, as pub- 
licity director. Harries is a retired army 
captain, and was at one time with Cleland 
Simpson Company, Scranton, L. Bamberger 
& Co., and Kresge Department Store, New- 
ark, 





Serviceman Wants 
DISPLAY WORLD 

Typical of a number of letters trans- 
mitted to DISPLAY WORLD is this one 
from Pfe. Warren Delaney, formerly of 
\lbany, and now addressed 103d Sta. Hosp., 
APO 763, care Postmaster, New York City. 
Excerpts of a letter to his mother follow: 
“Here it is the middle of September, a cool 
time of the year where I come from. Never- 
theless, it’s really burning hot and the flies 
stick and swarm around like ants after 
honey. . . . Speaking of Christmas, there 


THE DISPLAY PARADE noss 


DISPLAY WORLD 


doesn't seem to be anything I could use 
here that I can’t already get. One thing I 
would like would be an occasional maga- 
zine on window display. I don’t want to 
forget everything I ever knew. One very 
good magazine is DISPLAY WORLD. I’m 
thinking of new ideas all the time, and soon 
I'll start putting them on paper so when I 
get home I'll have books and books of 
them.” 





Wilmington Displayman 
Now In Navy 

Wayne E. Scarborough, formerly assist- 
ant display manager for Arthur’s Apparel 
Shop, Wilmington, Del., is now a hospital 
apprentice, 2nd class, at the Naval Air Sta- 
tion in Miami, reports Stephen Touche, dis- 
play manager for the firm. 





King Pedlar Now In 
Army Air Force 


King Pedlar, advertising manager of 
Einson-Freeman Company, display lithog- 
raphers of Long Island City, N. Y., has 
left to join the U. S. Army Air Force. He 
will be succeeded by Ben Dreyfuss. 





By TONY BRINKER 



























\ WONDER wat 
WE WILD WANES 
ARE 
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&: GREATEST THRILL IW LIFE 

TO DATE ..- WRAEN WE RECEWED 
A -YRIP “oO EVROPE IN 1928 As 
APRIZE IN A NATIONAL DISPLAY 
CONTEST... MAKING The TRIP 
ON THE OLD S.S. LEVIATHAN — 


© \S A GRADUATE OF THE KOESTER 

SCWOOL , CHICAGO, AND WIS FIRST 
POSITION WAS WITH PEACOCK’S 
LAKE GENEVA, WIS... THEN TO 
PARIS, TEXAS (HIS HOME Town) 
+O WORK FOR PERKINS BROTHERS 
AND XREN WITH CROOK- RECORD 
COMPANY... THREE YEARS LATER 
OOINED KERR'S, OKLAHOMA CiTy, 
TO STAY FOR 18 YEARS... WAS 
BEEN wrth Pr Zv\TZ ABOUT 
FOUR YEARS _— 


L.L 


DISPLAY DIRECTOR, 
PIZITZ, BIRMINGHAM 


WAS BEEN IN DISPLAY MORE THAN 
27 YEARS... WE WAS MISSED ONLY 

“WO 1.A.0. CONVENTIONS In TIS 

TIME .., WAS AGLD ALL OFFICES IN 
AWE LAD. EXCEPT THE PRESIDENCY. 
\S NoW A MEMBER OF THE BOARD 
OF DIRECTORS —_— 


Moe 2 2 Oe 


AVORITE WORBY... READING GOOD NOoN- 
FICTION... PREFERS GOLF IN SPORTS —— 
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Clemens Joins Staff 
Of Adler-Jones 


J. R. (‘Jack’) Clemens—better known in 
the display field throughout the central 
states, where he has traveled for W. L. 
Stensgaard & Associates during the past 
five years—recently joined the staff of The 





—J. R. Clemens— 


Adler-Jones Company, 521 South Wabash, 
Chicago. 

At 47, Jack brings to his new associates 
a broad and diversified experience of over 
twenty-five years in advertising, sales pro- 
motion and display. Having joined the 
Stensgaard organization in 1931, in charge 
of copy and sales planning, he created, de- 
veloped and supervised the production of 
retail promotion plans for many of Amer- 
ica’s largest manufacturers, while at the 
same time creating and producing the com- 
pany’s own advertising and promotional 
material. Later, as account executive for 
the same company, he was responsible for 
such national accounts as the Kirsch Com- 
pany, Parker Pen Company and Coopers, 
Inc. 

Back in 1925 Jack received his first actual 
display experience, when, as advertising and 
display manager of the F. S. Kelly Furni- 
ture Company, of Duluth, Green Bay, Wis.., 
and Hibbing, Minn., he won a national prize 
for one of the best windows on Hoosier 
kitchen cabinets. 

When the phonograph was in its heyday. 
Jack managed the national advertising for 
one of the country’s finest—the Cheney- 
then a subsidiary of Marshall Field & So. 
He at one time spent several years as sales 
promotion manager on a daily newspaper, 
was advertising manager of a well-known 
trade paper, and topped it all off by writing 
sales plans for Montgomery Ward & Co.'s 
550 retail stores. 





Paper's Rotogravure Section 
Features Silvestri Plant 

A very unusual “break” in the way of 
publicity fell to the lot of the Silvestri Art 
Manufacturing Company, 710 West Wash- 
ington street, Chicago, when the Chicago 
Daily News of October 9 devoted two pages 
of its rotogravure section to scenes within 
the well-known display firm. Shown were 
elves, harlequins, reindeer and other items 
for holiday displays, taking the public back 
stage in showing how these objects are pro 
duced. Included were two action photo 
graphs ot George Silvestri and B. J. Gor- 
man, co-owners of the firm. 
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SAVE TIME! SAVE LABOR! 


USE THESE 
SIZE DIVIDERS 1G 


To Make Selling Quicker, Easier 











EVERY STORE NEEDS THEM 


Size control made easy at low cost. Two types. 
Round Lumarith (non-inflammable celluloid) for 
general store use. Cannot fall off rack. Beauti- 
ful in appearance. All sizes from 1 to 54. Actual 
size, 234’ diamerter. White pressed cardboard 
for stock room use. The favorite for many years. 
All sizes from 12 to 50. Actual size, 10 

12” high by 4” wide. Either style, each... Cc 


Immediate Delivery 


NATIONAL HANGER CO. Inc. 


545 EIGHTH AVENUE NEW YORK CITY 











ANNOUNCING 


METL-FLEX 


A new metallic plastic ribbon in gold, silver, 
red, white and blue. A brilliant material to 
add that extra sparkle to your Christmas 
displays. In rolls 7” x 50’. 


Samples on Request 
Distributed by 


SOUTHERN DISPLAY CENTER 


120 S. POPLAR ST. CHARLOTTE, N. C. 








“Display Center of the South” 








CLAY COATED 
SHOWCARD BOARDS 


... ‘Buy “Direct and Save... 


YOUR LETTERHEAD BRINGS SAMPLES AND PRICE 
F.D. GOODLANDER 
BOX 233 WABASH, IND. 
50 DISPLAY 

ITEMS 


Let us supply your display needs and be sure 
of the best service 


HANICK’S DISPLAY CENTER OF PHILA. 


8th & Locust Streets Philadelphia, Pa. 




















Package of 500 straight steel pins $ 0.25 
\ll-Metal 4-way motion ball-bearing turntable $10.00 
Genuine Kling-Tite Staples, 3/16” or 1/4” 


Box of 5,000 $ 2.50 
Dress Forms, Die-Cut of 20-ply white card 

board. Per 100 $ 5.00 
Blank Price Cards, for Christmas. Heavy 

cardboard. Per 10f $ 1.00 


143 N. CENTRAL AVE. 
CHICAGO, ILL. 


A. ZACKS 








For Victory 
Buy U. S. War 
STAMPS and BONDS 





DISPLAY WORLD 


Displayman Writes 
From Prison Camp 

DISPLAY WORLD has received a com- 
munication from Gaston Criel, for many 
years a displayman at Lille, France, and 
who contributed articles several years ago 
to this publication. He was a lieutenant in 
the French army and is still confined in a 
German prison camp. 

The communication is in the form of a 
“Kriegsgefangenensendung,” — or 
from a prisoner of war, and requests a box 


message 


of tood, clothing, cigarettes, or any similar | 


material. The message states that the pris- 
oner’s address must appear both on the box 
and inside it as well, it must be durably 
packed, and the sender is warned that in 
case the prisoner to whom it 1s shipped is no 
longer at the camp when it arrives the box 
will be divided among other prisoners of the 
camp. 

For those who might like to send some- 
thing to a fellow displayman in unhappy 
circumstances, the following is the correct 
method of addressing the package: An den 
Kriegsgefangenen: Criel, Gaston. Gefan- 
gennummer: 84,762 Lager-Bezeichnung : 
M.-Stammlager XI-A, Deutschland (Alle- 


magne). 


Heart Attack Claims 
William Hutson 

For the past ten vears with W. L. 
gaard & Associates, Inc., Chicago, William 
L. Hutson died at his home recently after 
suffering a heart attack; he was 54 vears 
old. He served the Stensgaard firm as 
executive vice-president. Hutson is survived 
by the widow, three sons and two daughters 


Stens 





Ballenger Returns 
To Bonwit Teller 


Edward H. Ballenger, having received a 
medical discharge from the United States 
Army Air Force, has returned to Bonwit 
Teller, New York City, where he has re 
sumed his director. 
Ballenger, who has been associated with the 


position as display 
firm since 1937, enlisted in the army in 
September, 1942. 
position was filled by Miss De Alva Stew 
art and —E. 
tors. 


During his absence the 
Lawrence Vollmer as co-direc 


Award Certificates 
To Be Presented 

The ten Fifth avenue, New York City, 
merchants to have the best displays promot 
ing the National War Fund drive Novem 
ber 3-11 will be presented with certificates 
of merit by the local Window Pageant com 
mittee. A group of artists and stage and 
screen stars will judge the displays 


Joseph Nickerson Dies; 
Published Merchants Record 

\ged 82, Joseph Frank Nickerson, presi- 
cent of Nickerson & Collins Company, died 
at his home in Chicago on October 20 after 
a lengthy illness. In addition to publishing 
Ice and Retrigeration, well-known business 
journal of that field, Nickerson’s company 
published Merchants 
Window for some forty years until it was 


DISPLAY WORLD several 


Record and Show 


purchased by 


Vears ago 
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SWICK 


a group of 
INEXPENSIVE 
JUNIORS 


for 


INTERIOR AND 
WINDOW DISPLAY 


@ ORIGINALS 

e ATTRACTIVE 

e¢ SOPHISTICATED 

e LATEST COIFFURES 


* 


Immediate Delivery 


WRITE FOR PHOTOS 





THE DISPLAY EQUIPMENT CORP. 


147 WEST 371TH ST., NEW YORK 18, N. Y. 





| 1629 LOCUST ST. 


EFFECT OF LEATHER 


.. » Price of Paper 


. WITH 







A CLOPAY 
PRODUCT 


Backgrounds---Covering---Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.75 to $2.25 
for 4-ft. x 25-ft. rolls. What's more, it’s grease 
proof, stain-resistant and 100% washable. Other 
CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


ST. LOUIS, MO. 








DISPLAY WORLD 








OPPORTUNITY EXCHANGE 








THE UNION COMPANY 
Columbus, Ohio 


needs the services of 


a capable displayman 











DISPLAY MANAGER 


Here is an excellent opportunity for dis- 
play director to become associated with 
one of the largest department stores in 
the Southwest, in the largest and fastest 
growing city in Texas. The position is 
an excellent one and future plans for the 
store offer unlimited possibilities. it is 
a good paying job for a top-notch man. 


Address “fH. T.” 


Care DISPLAY WORLD 














PRACTICAL ART PLATES 


Aids to commercial work and art study. 
Bound 48 pages to set, size 9x12 inches 
Animals, pen technique; 
Animals, pencil 
Famous Statuary; 


Foliage and Scenery; 
sketches; Figure Drawing; 
Famous Paintings 


$1 each; 3 for $2; 6 for $3.50 


Art Magazines, back nos., each 25c; 5 for $1.00 


Quick Landscape Painting in Oils $3.00 
Amateur Artist, Oil-Water color painting $1.50 
Modern Illustration, art course $2.00 


All prices postpaid—Big book list Free. 


Sign Publishing Co., Dept. DW 





POSITION WANTED 


Experienced window trimmer and interior dis 
play artist, 31 years old, married, draft exempt. 
Now employed in high-class men’s and boys’ 
clothing store, wishes connections with pro 
gressive concern. Would like to make change 
starting January 1 as display manager or as 
sistant to display manager. <A-l_ references. 
Graduate of the New York School of Display 
Ten years’ experience. Salary expected, $75 a 
wee k 


Address ““W. N.” 


Care DISPLAY WORLD 














WANTED—SHOWCARD WRITER 
One who would be interested in advanc- 
ing in the commercial and neon sign field 
preferred. State full particulas. 

Address “5. — 








position, in a store doing over a million dollat 
business Would prefer one who can also do 
card work. Apply by mail to 


Address “L. L.” 
Care DISPLAY WORLD 


P. O. Box Farmington, Missouri Care DISPLAY WORLD 
WANTED CORRESPONDENCE INSTRUCTION—In Win 

Assistant displayman, age not important; to dow Display, Advertising and Card Writing 

start work January 1. Good salary, steady In continuous operation for nearly 40 years with 


over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, IIl. 














EXPERIENCED SALESMAN 


Fifteen years’ experience wants various 
lines of window display supplies for New Eng 
land territory. Unusual contacts with largest 
department stores, specialty shops, high-grade 
jewelry shops, women's shoe chains. What 
have you to offer? 


Address “D. M.,” care DISPLAY WORLD 


WANTED 
“Diane” kneeling child's 
other Christmas displays. 

KOLLINER’S 

Stillwater, Minn. 


figure, also 








Home Study 
“LESSONS IN WINDOW DISPLAY” 


A low priced, practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin- 
ner. Over 500 pages with 1,000 sketches to show 
you how. Write for circulars. 


WILL H. BATES, Box 101, Ellsworth, Il. 








ADVERTISING—HOME STUDY—The Adver 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common _ school 
education sufficient. Send for free booklet out 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 2666 Chicago 








WANTED TO BUY 


KYA Cutawl in good condition. Also 
Send description, Will 
pay top price. Address “H. V.,” care 
DISPLAY WORLD. 


good spray gun. 








USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 
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THINK THIS OVER 
[Continued from page 17] 
equipped sign shop with plenty of soldier 
assistants. Mrs. Thomassy recently joined 
him, so that makes it doubly suitable for 

him to say he is enjoying army life. 

If the November chills are running up and 
down your back, this may help—Harry 
Eastham, Burdine’s, Miami, reports: “Won- 
derful down here, even the gas coupons 
have a sun-tan. Burdine’s Display Honor 
Roll: Lieut. Carl Riddle, Lieut. Harry 
Pickering, Sgt. Dub Allen, C. P. O. John 
Collier, Navigator Arthur Berke, Pvt. Bill 
Rawlerson; U. S. Navy: Bill McNamee and 
Lloyd Wilson. New displadies: Mildred 
Duke and Janet McCarty, interior display; 
Phyllis Morton, Irene Pfingstel, Mary Jo 
Bell and Katherine McDonald, window dis- 
play; Emory Arnold, Doe Beuchler and 
Job Snyder, art shop; last, but not least, 
Peggy Hodgins, sign editor.” . . . Milwau- 
kee, Wis., famous for an active display club, 
Allison Motors, beer, and good window dis- 
plays, always has news. Whitey reports: 
“Eddie Wussow, display director, Schuster’s, 
recently crushed his hand in a war _ plant 
machine; he is working part time. Milt 
Warner, Stuart’s, ordered new wood back- 
old building is condemned and he 
Reverse it— 


grounds; 
is worried about the new one. 
get the architect to build the store front 
around the backgrounds. Clint Clark's 
turn-over in help at the Boston Store is 
like the Notre Dame backfield—but fast 
Norman Hoff, Brill’s, has been classified 
1-A; he only has four children. Fred 
Heidelberg, Gimbel’s, gave a demonstration 
at the last display meeting on how to pin 
a blouse with one pin: getting the pin was 
a feat in itself. John Sullivan, Jas. B. Wil- 
liams’ salesman extraordinary, is wanted in 
Milwaukee for several minor crimes, in- 
cluding not delivering mannequins.” . . . 
Next stop, Baltimore, Md.: Hochschild, 
Kohn & Co. is carrying on with young men, 
deferred men and displadies; eight in the 
U. S. Army, four in the Navy, one in the 
Marines, one in the Coast Guard, and three 
in war plants. The 1944 annual Na- 
tional Retail Dry Goods Association meet- 
held January 10-14 at Hotel 
Pennsylvania, New York. As usual, every- 
thing but display will be discussed. 

sarton, Leo Schear Company, 
“Revis Cannon, my first 


ing will ke 


John G. 
Evansville, reports : 
assistant, was killed in action; second as 
sistant, Ralph Topper, now at Fort Ben- 
ning, Ga.; girl helper quit to enter war 
plant; now have a high school boy to carry 
on—and my display department had to be 
moved right in the midst of Christmas 
work.” John says he is not complaining, 
however, and will furnish me additional in- 
formation on Revis Cannon, when it is re- 
ceived from the War Department... . : A. J. 
Furian, Knoxville, writes: “William D. 
Lofton, formerly of Egger Sisson, Inc., Co 
lumbus, Miss., is now a member of Miller's 
display staff, Knoxville.” John C. Bar- 
bey, youngest son of John Barbey, display 
director, The Boston Store, La Porte, Ind., 
stationed at Fort Leonard Wood, Missourt, 
jumped from corporal to sergeant in less 

Morris Schoenberg, 
twelve years in the pawn 
“My business 


than two weeks. 
Paterson, N. J., 
shop business, quits and says: 
has fallen off 80 per cent; people are mak- 
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bona me Rhinoceros is noted for his. <hidty 
“And among. motion. mechanisms, 

Vite hove the same reputation thay 

Try them’ on your. next display! 


ti KORFF GEAR CO. 


211 NORTH MORGAN STREET CHICAGO, ILL. 








145 to 15] 
W. 18th St. 
New York 
Manufacturers 


of 
Wood Letters 











THAYER & CHANDLER AIRBRUSH 


for the particular artist 


Send for Cata/og §2 


THAYER ¢ CHANDLER 
910 W.VAN BUREN ST.,..CHICAGO.ILL. 








a SOLVE YOUR MANNEQUIN 


CLEANING PROBLEMS — USE 


 MANNECLEAN 


| Send for Free Sample 


Ww. H. THOMSON 
S N. Charles St. 
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Baltimore, m4 





USE THE 
OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 

DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$2.00 Per Column Inch — CASH WITH ORDER 

















ng too much money in war plants and that’s 


vhere I'm going, too.” . . . James Vance 
teps up at Korrick’s, Phoenix, to display 
manager. ... The OPA house organ issued 
this recently: “Our forefathers did without 


gar until the 13th century, without coal 
fires until the 14th, without buttered bread 
ntil the 15th, without potatoes until the 
th, without coffee, tea and soap until the 
I7th, without pudding until the 18th, with- 
out gas, matches, and electricity until the 
19th, without canned goods until the 20th, 
and we have only had automobiles a few 
years. Now what was it you were com- 
plaining about?” Nothing, sir, I just used 
my last “A” coupon, and I thought 
nothing, sir, nothing at all. 


DISPLAY WORLD 


Store Fixture Manufacturers 
Get OPA Relief On Ceilings 

Two possible means of securing reliet 
‘rom current ceiling levels have been set up 
by the Office of Price Administration for 
store fixture manufacturers customarily sell- 
ing on long-term contracts who are unable 
to continue production under existing maxi- 
mum prices. The OPA has announced it 
will grant adjustments of present ceiling 
prices ot such manutacturers, providing: 

(A) That established maximum prices for 
sales of store fixtures are below the manu- 
jacturer’s total costs to make and sell, and 
that furthermore, they are lower than the 
highest price at which the manufacturer 
contracted during or prior to March, 1942, 
to sell the fixtures to the customer to whom 
he is seeking to have prices raised. 

(B) That the loss of the manufacturer's 
output of certain store fixtures would result 
in higher prices to that customer for the 
same or comparable products. 

In such cases, the fixture manutacturer 
now may apply to OPA for price adjust- 
ments, but the relief granted will be limited 
to the highest contract price in effect during 
March, 1942, for each customer. In no in- 
stance will maximum prices be increased 
to a level higher than the general level of 
prices prevailing for other store fixtures. 


Kerr's Displays Announce 
Helicopter Service Plan 

In connection with the first National 
Clinic of Domestic Aviation Planning, held 
in Oklahoma City recently, the windows of 
the Kerr Dry Goods Company gave in com- 
plete detail the firm's plan to use helicopter 
celivery service after the war. An applica- 
tion has been filed by Kerr's with the Civil 
\eronautics Board for permission to estab- 
lish such a service between Oklahoma City 
and other Oklahoma communities of 5,000 
population or more. 


Fire In Chapheng: Seectele 


Damages Joliet Store 

Fire which started in window display 
materials stored in the penthouse recently 
damaged the store of Goldblatt Brothers 
Joliet, Ill. How the fire started was not 
determined. 


Aerial Equipment Display 
Used By Utility 

\ complete display of guns and equipment 
used by American bombing and_ fighter 
planes is currently on view at the Cincin- 
nati Gas & Electric Company, Cincinnati, 
and is drawing large crowds. Included in 
the exhibit is one of the small reconnaisance 
planes, for which it was necessary to re- 
move one of the utility’s large plate glass 
windows in order to get the plane into the 
building. This is one of a series of such 
displays to be presented by the company 











Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 











@ ARTIFICIAL FLOWERS 


* 
@ SNOWTONE, TIMBERTONE 
@FACIL FAB 

BACK @LAMILUXE 

THE | @DISPLAY PAPERS 


@PANELS & CUT-OUTS 
@RAYON & COTTON 


ATTACK 


ROPINGS 
BUY |  @DISPLAY FABRICS 
WAR @ LEATHERETTES 


@KWILT BLOCKS, VALANCE 
& FESTOON DRAPES 

@ WOOD DISPLAYERS 

& hundreds of other items too 
numerous to mention 


BONDS! 





i. 
FABRIC CORPORATI Po Mm. 
Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET 


CHICAGO 
6 E. LAKE ST 


LOS ANGELES 
819 SANTEE S1 








OUR SPECIAL REFINISHING SERVICE 


consists of a complete overhauling of the manikin, 
including repairing of all breaks and cracks; 
over-all spraying in a choice of flesh tones: new 
makeup styled to your individual requirements; 
and the crowning glory of a modern coiffure 
created in soft-textured combed horsehair. 


[MADISONIA MANIKIN REFINISHING 


795 BROADWAY @ NEW YORK CITY 
GRamercy 5-9117 





Write for Prices and Free Copy 
of “10 Tips on Manikin Care” 








NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 
re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 














50 Inch Mohair Casement Cloths 
FOR PERMANENT WINDOW DRAPES 
ALL COLORS 
PRICE FABRICS Co. 


67 W. 44th STREET NEW YORK CITY 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 

{j Air Brushes 
{] Airpainting Equipment 
{] Animated Signs 
(] Artificial Flowers 
(] Artificial Snow 
{] Backgrounds 
Background Colors 
] Background Coverings 
Brushes and Pens 
} Card & Mat Board 
Cardwriters’ Materials 
] Color Lighting 
} Crepe Papers 
] Composition Pieces 
} Cut-out Letters 
} Cutting Machines 
] Decorative Papers 
}] Decalcomania 
] Display Furniture 
} Display Forms 
| Display Letters 
Display Racks 
} Drawing Boards 

Dye, Rug and Carpet 
) Enlarging Projectors 
) Fabrics and Trimmings 
Fixtures 
Flags and Banners 
] Foils 
Glass Specialties 
Grass Mats 
Hosiery & Shoe Forms 
} Invisible Glass 
}) Lacquering Outfits 
} Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 
Metal Sheets 
] Millinery Heads 
} Motion Displays 
| Motion Mechanisms 
{] Natural Foliage 
{) Pageants & Exhibits 

] Paper Sculpture Displays 
(] Plaques (Window) 
| Papier Mache Specialties 
{] Photographic Blowups 
(} Plastics 
() Price Cards—Tickets 
{) Price Ticket Holders 
[}] Sale Banners 
[) Socks—Window 
[) Show Cards 
[} Show Card Colors 
() Show Cases 
(] Show Case Lighting 
() Signs—Card Holders 
{] Signs—Brass—Bronze 
C) Signs—Electric 
() Sleeve Forms 
{] Stencil Outfits 
{) Store Designing 
() Store Fronts 
[] Tackers 
(}) Time Switches 
(] Turntables 
{) Valances 
[) Wall Board 


Wigs 
[] Window Lighting 
[] Do you wish a copy of their catalogue? 
() Do you plan to remodel your store soon? 
() Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 
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NOVEMBER, 1918 

I'rederick & Nelson, Seattle, opened its 
new building, with Charles T. Boyd as dis- 
play manager. 

P. H. Dietrich resigned his position with 
Hager & Brothers, Lancaster, Pa., to head 
display for Charles H. Bear Company, York, 
Pennsylvania. 

Jack Lansdale, formerly display manager 
for S. Davidson & Brothers, Des Moines, 
resigned to join a firm in Kansas City, Mo. 

J. H. Wood left the Crook-Record Com- 
pany, Paris, Texas, to take charge of dis- 
play tor Perkins Brothers Company. 

R. Warner joined the W. T. Grant Com- 
pany, Dayton, as display manager. He had 


been in a similar post with J. & R. Jones 
Sons & Co., Kalamazoo. 
NOVEMBER, 1933 
Display installation men in New York 


City went on a ten-day strike, asking for 
$1.25 per installation. The agreement finally 
reached fixed the price at 90 cents. 

Carl Haecker, Montgomery Ward & Co., 
Chicago, who had been elected to the presi- 
dency of the International Association of 
Display Men at an emergency meeting the 
month before, resigned because of pressure 
of work. He was succeeded by George W. 
Westerman, Commonwealth & Southern 
Corporation, Jackson, Mich. Regional vice- 
presidents appointed were: R. E. McWain 
(president of the Pacific Coast Association 
of Display Men), J. C. Penney Company, 
Seattle; W. L. McCurry (president of the 
Southern Display Men's Association), 
Hearne Dry Company, Shreveport, 
La.; Howard Oehler, Wieboldt Stores, Chi- 
cago; EK. E. O'Donnell, Sisson Brothers- 
Weldon Company, Binghamton, N. Y.; J. 
Graham Waters, Brooklyn; Edward J. Sher- 
man, Kennedy's, Boston. 

Wilmont Fisher resigned as display man- 
ager for the R. H. White Company, Boston, 
and was succeeded by his former assistant, 
Fisher joined E. T. Slattery 
Company of the same city. 

Vernon resigned as 
planning for Montgomery 
Co., Chicago, to join W. L. 
\ssociates, Inc., of that city. 


Goods 


Charles Kemp. 


manager of 
Ward & 
Stensgaard & 


Jones 


store 


Principal prize winners in the annual 
Hickok display contest were as follows: 
frst, L.A; Pisher, Z.-C.-M. 1, Salt Lake 
City; second, Carl Shank, Stix, Baer & 
Fuller Company, St. Louis; third, H. A. 
Fitzsimmons, Armstrong Clothing Com- 
pany, Cedar Rapids. The contest judges 


were Carl Ahlroth, The May Company, Los 
Clement Kieffer, Jr., The Klein- 
Buffalo; EK. Dudley Pierce, 
& Curr Company, Roches- 


Angeles ; 
hans Company, 
Sibley, Lindsay 
ter; EK. H. Leaker, The Hub, Chicago, and 
J. T. Chord, editor, DISPLAY WORLD. 
The Sioux City Display Club was formed, 
Ierskine, Davidson Brothers, 
as president; Larson, T. S. Martin 
Company, vice-president, and Kenneth C. 
Finke, Finke Display Service, as secretary- 


with Jess T. 
Ray 


treasurer. 


NOVEMBER, 


1943 
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A 
Adler-Jones Co., The 
Arranjay Wig Co. 

B 
Ballou Co., Edward C. 
Becker Sign Supply Co. 
Bulkley, Dunton & Co. 

Cc 
Carolina Foliage Co. 
Chicago Cardboard Co. 

D 
Darling Co., L. A. 
Decorative Plant Co. 
Display Equipment Corp. 
Display Mannequin, Inc. 


E 
Eaton Bros. Corp. 

F 
Felt Letter Studios 

G 


Garrison-Wagner Co. 
Goodlander, F. D. 

H 
Hanick's Display Center 
Helms Chemical Co. 
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Korrect-Way Display Products 
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Seven things you should do: 





we 








1, Buy only 
what you 
really need 








z. Pay no more | a Pay off old 


than ceiling 
prices... buy 
rationed goods 
only with stamps 





debts and 
avoid making 
new ones 





4. Support 

higher taxes 
... pay them 
willingly 


4 


5. Provide for 


the future with 


adequate life 
insurance 
and savings 


6. Don’t ask 
more money 

for goods you 
sell or 

work you do 








vd Buy all the 
War Bonds 

you can afford — 
and keep them 














Keep prices down...use it up, wear it out, make it do, or do without 


This advertisement, prepared by the War Advertising Council, is contributed by this magazine in cooperation with the Magazine Publishers of America 











“Give ’em hell for me!” 


* 


The young major with the silver wings told the story to a bunch 
of businessmen at lunch. 


“The kid's arm was off at the shoulder. Ahead, two 

and a half hours away as the Forts fly, lay home base 

in England. Not a chance. ‘Want to bail out, kid, and 

hope someone down there will be decent enough to 

take care of you?’ ‘Okay, Cap.’ 

‘So they strapped on a ‘chute. They tied a rope to his 
rip cord, and boosted him out a gun port. 

“The last anyone heard of that kid was—‘So long, 

fellas. Give ‘em hell for me.’ And he slid out leaving 

his arm behind.” 


The major had pictures in his mind of American airmen dying. 
But his eyes saw something else—the well-fed lot of us, smugly 
sure the war'll be over by Blanksgiving Day, complacent 
about the War Bond dollars we’ve loaned at cozy interest. 


Ten per cent of the money we make didn’t seem so much 
when the major talked about kids in planes giving 100% of 
all they had. 

And, his wasn’t smart, brittle talk that splintered before it 
got under your skin. It was a quiet, pulsing warning from a 
fighter that one day all of us will have to face the boys who 
come back—and answer to them for what we did to help them 
win the war. How well we produced, what we did without, and 
how many bonds we bought. 

For some that may not be an easy test to pass. It'ssomething 
to think about—now. It’s something to ACT ON—right now. 


Published as a reminder to 
BUY MORE WAR BONDS=— 


OLD KING COLE, INC. 


CANTON + OHIO 


50 Years in Display...Now 100% in the War 











